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Look For This Label 


EM WEEK'S 
SPECIAL 


SUUND 


REPORT 


It marks the pages on which you will find 
up-to-date information about the expand- 
ing market in home entertainment. The 
first of this exclusive series tells you about 
a store of the future for today. see page 11 


Dishwashers Are Up, 
Especially Portables 


And that means, according to manufac- 
turers’ predictions, that dealers will begin 
getting a bigger and bigger share of the 
market. see page 8 


What Do They Use? 
NEMA Net? Gross? 


There’s a double standard and confusion 
reigns. Some refrigerator manufacturers 


use both, ethers use either. EM Week found 


out who uses what, and why. see page 3 


RCA’s Newest Pitch 


The latest way to stimulate already boom- 
ing color TV sales is to invite aggressive 
dealers to join a sales achievement club, 
give prizes for biggest efforts. see page 2 


After The G-E Cuts 
What Happened? 


Some refrigerator companies held prices. 
Others followed G-E. Two claim they beat 


G-E at its own game. see page 2 
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Because broadcasters are rediscovering FM... 
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Factory Sales of FM and AM-FM Table Radios 


1956 1957 1958 1959 1960 


and factory sales are gaining momentum .. . 


The FM Bandwagon 
Is Starting To Roll 


The signs are all there—more sales, more 
stations and more manufacturers with more 
models. FM’s lean years are over and an in- 
dustry that was all but dead in the mid-50’s 
is quickly moving from boomlet in 1959 to 
boom in 1960. 


Sales of FM and AM-FM table models—al- 
ready 231,875 for the first five months of 
1960—were heading for a record and could 
hit 800,000. In 1959, the five-month figure 
was 156,775 and ultimately reached 508,000 
for the year. 


Broadcasters were climbing aboard the band- 
wagon, too. Through July 1, they had 741 
stations licensed and operating with construc- 
tion permits for another 171. 


And manufacturers were getting more deeply 
into the business. Here’s the typical pattern. 

Motorola was in with three sets ranging 
from a straight FM model with a suggested 
list of $49.95 to an AM-FM job with nine 
tubes and a six-inch speaker for $79.95. 

Last year, the company had only one FM 
set on the market. 





For the first time, RCA Victor is offering two 
straight FM models. Combined with two 
AM-FM radios, the line offers a price range 
of $39.95 at the low end to $79.95. 

Admiral didn’t have a table model FM or 
AM-FM radio last year. This year the com- 
pany is offering FM only table models at 
$29.95 and $39.95 and an AM-FM for $59.95. 


Realistically, there are four important price 
steps in FM, according to Henry Fogel, presi- 
dent of Granco, which has manfully carried 
the ball for FM through thick and thin. The 
steps skip from $20 to $40 to $75 to $100. 
Fogel figures most sales today are in the 
$40-$50 range, where automatic frequency 
control is included and most are AM and FM. 


“People feel safer with AM included,” ex- 
plained Fogel. “So, when they buy, they buy 
both for insurance. But once they start using 
FM, they don’t go back to AM.” 


The combination of AM and FM in a single 
unit has kept the price up, according to 
Norman A. Langenfeld, sales manager of 

Continued on page 26 
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Motorola Marks 
Record Ist Half 


Galvin tells Wall St. overall 
sales are up 11%, net up 
10%, stereo up 12% at six 
months. Taylor squares off on 
trends in TV, tape, reverb, 
radio 


In downtown New York on 
Thursday last, President Robert W. 
Galvin told the Society of Security 
Analysts that Motorola sales for 
six months were $143.5 million, that 
net was $6.5 million, and that both 
were record figures—up 11% and 
10% from $129.9 million and $5.9 
million for the 1959 half. 

Biggest boost came from the semi- 
conductor division which was up 
nearly 500% in both sales and net 
from a loss position of last year. 


Ten years of growth had Motorola 
in 48 product businesses compared 
with 14 in 1950. “This year will see 
the largest investment in plant and 
equipment in our history,” Galvin 
said, and underscored new growth 
via transistors and tiny, paper-thin 
patches of film which would per- 
form the job today done by cir- 
cuitry 50 times larger. He claimed 
“most home entertainment products 
will be completely transistorized in 
five years.” 


Uptown, on Wednesday, Executive 
Vice President Edward R. Taylor in 
a toe-to-toe interview after a closed 
session meeting with eastern dis- 
tributors seeing the 1961 stereo line 
to be reported here next week, fired 
some fast comments on the current 
consumer products scene: 

e@ On TV: “.. . 6.5 million TV sales 
are in the bag for 1960.” 

e On color TV: “We’re still out of 
it. I don’t think they’ve had a 100,- 
000-unit year yet. They did 79,000 
one year; 90,000 another ... We’ve 
seen the Japanese 17-inch . color 
tube. It’s more expensive than the 
es} de 

e@ On the new Minnesota Mining 
cartridge tape system: “Our bone of 
contention is that 3M won’t let you 
see the guts of it before you buy it. 
Cartridges will come. We’re wait- 
ing.” 

e@ On reverb: “Anybody who hasn’t 
got reverb isn’t in the ball game.” 

e@ Multiplexing “... may bring the 
console radio back .. .” 

@ On stereo: “We’re not in low-end 
portables. We did 70,000 units at 
$159 and are doing tens of thou- 
sands at $199 . . . We’ve got 30% 
of stereo consoles over $300. 





Emerson Takes Over Selling 
Of All Granco Products... 


. “in a merchandising and fi- 
nancial agreement” wherein Emer- 
son gives Granco a loan and Granco 
gives Emerson a five-year stock op- 
tion “which, should Emerson choose 
to exercise it, would give Emerson 
control of the company,” Granco 
President Henry Fogel said. 

The Granco name and manufac- 
turing facility stays very much 
alive. The whole Granco line of con- 
sumer products will be distributed 
by Emerson through its sales cor- 
poration. A Granco division will sell 
the line to Granco’s 50 to 60 distrib- 
utors and presumably to Emerson 
distributors if there’s no overlap. 
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Gets Disposer, Goes Hitless 


WASTE KING UNIVERSAL DAY at the Cincinnati Reds’ ball park where Eddie 
Kasko, Reds’ first baseman, received a disposer from George Weidner, district 
sales manager, but later went hitless as his team defeated the Giants. 





After G-E, The Deluge 


Five refrigerator manufactur- 


ers have followed the leader, 
dropping prices to meet the 
levels set by G-E’s July 8 cuts 


Two factories last week told EM 
Week they were holding the line on 
prices. And two others claimed they 
had no reason to make cuts. 


“No plans for price cuts,” was the 
word from Gibson and Admiral. 
Spokesmen at Hotpoint and Philco 
said the same thing—but for differ- 
ent reasons. Both pointed out their 
price adjustments preceded G-E’s. 
@ Philco five weeks ago made 
downward price adjustments on 
what a spokesman called some 
“rounded-edge low-end models.” 
And six weeks ago prices on Philco’s 
promotional two-door no-frosts 
were down as low as $288. 

e@ Hotpoint cut back on its “Space 
Age 18” some two weeks before the 
G-E move. And it dropped in five 


promotionally priced two-doors. 


G-E’s price drops on four two-doors 
came in the wake of a three-month 
cooling-off period for refrigerator 
prices (EM Week, July 18). During 
those months, following an early- 
in-April price shuffle set off by 
Frigidaire, refrigerator prices set- 
tled into levels as much as $100 be- 
low the levels of line-introduction 
time last fall. 


Since the G-E cuts, five manufac- 
turers have toed the new price lines: 
e Kelvinator just last week cut dis- 
tributor costs 3.5 to 5.5% on three 
boxes: One single-door and two 
double-doors, one with no-frost. 

e Norge gave $5-$20 allowances on 
seven 1960 boxes. 

e Frigidaire gave $6-$40 allow- 
ances on all but two boxes. 

@ Whirlpool gave $6-$40 allow- 
ances on its entire line. 

e Westinghouse dropped back on 
eight of its boxes. 





Japanese Quota Working? 
Radio Exports Lead °59 


Compared with the first quarter 
of 1959, total Japanese radio ship- 
ments are 25.3% ahead for the first 
three months of this year. 

Here’s the quick breakdown: 


(Thousands of Units) 
1960 1959 
Total radio receivers 1,121 895 
Tube type 117 83 
3 or more transistors 662 436 
Others 376 342 
Compiled by the electronics di- 
vision, Business and Defense Serv- 
ices Administration of the U. S. De- 
partment of Commerce, the correct- 
ed figures show the heaviest gain 
was in units with three or more 
transistors, which jumped 50.2% 
over the same quarter in 1959. 
Tube models were up 41% and 
others—radios with two transistors 
or less—were down 9%. 
Possibly to tone down the figures, 


the Japanese have switched first- 
quarter production statistics on 
radios with less than three transis- 
tors to another category, completely 
excluding them from the totals, ac- 
cording to an EM Week source. No 
one is quite sure what the new Jap- 
anese category is, but the best guess 
at the moment places the one- and 
two-transistor radios in with toys. 

Right now, from a U. S. manu- 
facturers’ point of view the situation 
looks rough enough. If the transis- 
tor radios keep pouring in at the 
current rate, the total will easily 
top last year’s 3,990,000. 

Despite all the quota talk by the 
Japanese, Electronic Industries As- 
sociation members are worried. 

“We’re not happy,” said an EIA 
spokesman. “We don’t -think the 
quota is working. And we don’t feel 
that a quota level that’s the same 
as 1959’s is a victory.” 





This Delegation 
Votes For Color 


RCA staged its own gathering 
in convention-jammed Chicago 
last week, but the delegates 
were retail television salesmen 
from throughout the U. S. 


In all, 64 dealers and dealer sales- 
men were flown to Chicago—and 
later to Bloomington, Ind.—for a 
quick look at a color TV plant and 
firsthand word of RCA’s newly 
hatched Color Television Sales 
Achievement Club. 

The 64—all fervent boosters of 
color TV—form the nucleus of the 
Achievement Club and last week 
they made the same Chicago-Bloom- 
ington swing all future club mem- 
bers will make. 

Object of the Chicago trip—and 
the Achievement Club—was to stim- 
ulate RCA’s already booming color 
TV sales (up 52% for the first half 
of this year over last). 


This year, the Chicago affair was 
largely a dry run, and RCA distrib- 
utors picked the 64 salesmen. 

The next crop of club members 
will be dealer salesmen who sell 15 
or more color sets in the 12 months 
ending next May 31. Their prize will 
be two nights in Chicago, a flying 
trip to RCA’s Bloomington color 
plant and a 14-karat gold signet 
ring bearing the Achievement Club 
crest. 

Eventually, as color sales climb, 
that 15-unit quota will be upgraded 
Jack Sauter, RCA color TV sales 
planning manager, told the dealers. 


The Bloominyton trip was the high- 
spot of last week’s session. A 
chartered plane whisked the sales- 
men to Indianapolis and a bus car- 
ried them another 50 miles to the 
plant which RCA calls the “largest, 
most modern TV _ set production 
center in the world.” 

RCA first pitched the salesmen a 
pre-tour, soft-sell message; then it 
ran a film which showed four typi- 
cal dealers selling color. 

Then came the hour-and-a-half 
trip through the 547,000-square- 
foot plant which turns out 3,100 TV 
sets a day, 600 to 700 of them color. 

Later Sauter told the guests, “I 
don’t think any group has both feet 
more firmly planted in the greatest 
consumer selling opportunity of the 
decade than this group here.” 


Most dealers agreed. But the only 
drawback now, some said, was the 
limited number of color programs 
available to smaller towns. 

Still, color sales are growing in 
non-metropolitan areas and buyers 
are going for higher-end pieces 
($675 to $795 is now the popular 
price range). And color is becoming 
a year-around seller. 

Conversations with dealers such 
as Albert Gaumont of Lowell, Mass., 
Basil Brodbent of Casper, Wyo., M. 
W. Kehler of Redwood City, Calif., 
and Gene Lambert of Chicago’s 
Muir TV brought that out. 

Gaumont moved 30 color sets last 
year and will sell 100 this year. Most 
will be consoles. Brodbent will sell 
100 sets in Casper—population 33,- 
000—while Kehler expects to move 
130 pieces in Redwood City, mostly 
in the $650 to $795 range. 

In Chicago, Muir TV will sell 
about 100 color sets, with the $659 
console the most popular. 
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The Size Battle: Net Versus Gross 


More quietly than prices and for a longer time, another mar- 
keting change has been going on in refrigeration. “Traditional” 
NEMA net capacities are giving way to NEMA grosses 


Just two major firms, Westing- 
house and Frigidaire, remain wed- 
ded exclusively to the NEMA net 
figure in their model numbers and 
in advertising. A third, Kelvinator, 
never did correlate model numbers 
and capacity. 

Over the past two years, most 
manufacturers have made one kind 
of move or another toward using 
the NEMA gross figure instead of 
the net. 


Nobody does any lying about the 
net/gross capacity. But a certain 
amount of indirection is rampant. It 
is possible to find the net capacity 


of any refrigerator listed somewhere 
in the company’s literature. But you 
do have to look for it. 

NEMA gross is, simply, the prod- 
uct of the wall-to-wall, floor-to- 
ceiling interior measurements of the 
box. NEMA net is the NEMA gross 
less the space occupied by acces- 
sories, appurtenances, fittings and 
hardware inside. The two measure- 
ments are often radically different. 


The secret is in the model number 
for many firms. With few excep- 
tions, retail floor salesmen, and cus- 
tomers, too, trust the model num- 
ber to tell them the capacity. Thus, 


a G-E LB-81T is expected to be an 
8-footer, and the spec sheet gives it 
8.1 cu. ft., NEMA net. However, the 
same people would thereby judge a 
Gibson G-111F01 to be an 11-footer, 
though its NEMA net is actually 
9.87 cu. ft. 

Norge is an example of a firm 
sticking mostly to the net capacities, 
but slipping a gross figure or two 
into the model numbers. Their CT- 
F913 has a NEMA net of 13.18 cu. 
ft., but the CC-F12 carries a 10.90- 
cu.-ft. net. 

Still sticking to the NEMA net 
guns, Officials of both Frigidaire and 
Westinghouse claim they’re not go- 
ing to change. Westinghouse points 
out that they have shown both fig- 
ures on spec sheets for years. 

Late reports from the field have 
G-E placing stickers with new rat- 


ings on the doors of current models. 
The G-E LB-81T has become re- 
cently, with the addition of an inch 
in the door and another in interior 
height, the LB-9T. 

Gibson and Admiral are gener- 
ally regarded as leading the march 
to the use of NEMA gross figures. 
Both firms’ lines show model num- 
bers indicating—to the unsophisti- 
cated—slightly larger capacities 
than actual. A spec sheet blurb calls 
Gibson’s G-111F01 a 10.5-cu.-ft. box, 
a gross figure. 


No standard is violated in any of 
this, of course. There is no adver- 
tising code that applies. There are 
just charges and counter-charges, 
quietly and off-the-record. In short, 
tradition still doesn’t stand a chance 
against necessity. 





British Take In 


Japan Imports 


The door to the British mar- 
ket has opened a little wider 
for imports of Japanese tran- 
sistor radios 


And American businessmen re- 
called how it all began here ...a 
trickle in 1956, a flood two years 
later. 


In a new trade agreement, the Brit- 
ish boosted the Japanese radio-TV 
quota from $56,000 to $1,120,000 for 
the year ending Mar. 31, 1961. Half 
the quota is for transistor radios. 

Reaction from the British radio 
manufacturers was sharp. What 
counts, they quickly pointed out, 
was the number of sets the Japa- 
nese can ship under the quota—not 
the financial value of the quota. 

Compared with projected British 
sales—1.4 million radios for the 
year, of which half may be transis- 
tor units—the estimated 50,000 sets 
from Japan are a drop in the bucket. 
But there was the American exper- 
ience to remind the British that al- 
though the Japanese shipped only 
641,000 units to the U. S. in 1957, 
shipments jumped tenfold to 6,052,- 
000 in 1959. 


U. K. manufacturers also are wor- 
ried about imports of Japanese re- 
ceivers from continental Europe, 
Hong Kong and Ireland where the 
Sony Corp. has just established a 
plant for set assembly. 





Culligan Meets 
Its Stockholders 


The Chicago-based water softener 
company had an impressive sales 
record to report at its first annual 
shareholder meeting since company 
stock became available to the public 
last March. 


Culligan sales for the fiscal year 


ended April 30 were $10,343,803, up 
more than $1 million over a year 
ago. Earnings totaled $498,813. 
President Harold F. Werhane pre- 
dicted Culligan soon would expand 
in both home water softening and 
industrial water treatment fields. 








Sunbeam Shaver Bows With Ad $$$ 


It’s a big splash for Sunbeam’s new shaver which is being pre- 
sented to the public with all the hoop-la of a new car 


“Nothing Shaves Like a Blade.” 
That’s Sunbeam’s approach in mar- 
keting the new 555 shaver, which 
carries a $32.50 tag and an advertis- 





ing budget bigger than Sunbeam has 
ever tried before. 

“We’re introducing our new 
shaver like Detroit introduces new 








R. P. GWINN, PRESIDENT of Sunbeam, shaves at his desk with his company’s 
new product. The company will promote the new shaver through the use of 
television advertising, stressing the shaver’s three-blade design. 


cars,” proclaims Robert P. Gwinn, 
Sunbeam’s president. And he points 
to three TV programs to prove it: 
“The Untouchables,” “Naked City” 
and “What’s My Line?’ Sunbeam 
bought these from September to 
Christmas—just for the new shaver. 

“It’s been a long time since I have 
had distributors wiring the factory 
for sales samples,” L. W. Prestin, 
vice president and marketing direc- 
tor, grins. Reaction has been star- 
tling, according to Prestin—so much 
so that he says: “Our problem is 
going to be to get enough shavers.” 


Three blades are the principal fea- 
ture of the 555, plus a jazzy styling 
job (though the corrugations also 
make it secure in the hand). The 
three blades, Sunbeam says, make 
the 555 shave as close as a blade and 
as fast as a clipper type. 

Sunbeam intends to continue 
marketing all present lines of shav- 
ers, for at least two reasons: The 555 
should be plus business, on top of 
current shaver volume, and also, in 
Gwinn’s words, “No one shaver can 
appeal to all types of faces.” 


The market is worth broadening 
the line for, Sunbeam says. The fac- 
tory estimates that of the 6.5 mil- 
lion shavers sold each year, 45% 
are gifts and 80% are replacements 
—that is, they go to a man who 
already has a shaver. Thoughtfully, 
Prestin remarks, ‘““‘We have 10 mil- 
lion Shavemaster users out there. 
This gives them an excuse to buy 
Sunbeam again.” 









Western Market buyers, with 
chance of further price breaks 
on their minds, were cool as 
the San Francisco weather 


As the Summer Markets opened 
there last week, the gray fog of 
cautiousness covered the dealers 
who came to the Western Merchan- 
dising Mart from 13 western states 
to plan their fall merchandising of 
furniture and appliances. Cutting 
the visibility of retailers whenever 
an order book was shoved in front 
of them was the low cloud of un- 


|, certainty as to what further price 








West Awaits Price Breaks 


breaks could be expected during the 
last four months ®f the year. 

Furniture representatives, with 
more thafi the normal number of 
new items to offer during a Summer 
Market, found many of the custom- 
ers cheerfully picking up the spe- 
cials, limiting their orders to the 
minimum, or placing orders for the 
much delayed delivery. And current 
inventories are not the reason for 
that attitude, furniture industry 
leaders said. 

“During the slow months this 
spring, furniture dealers cleared 
their stocks very 


well. They have 
plenty of ‘open to buy,’ but they are 


holding onto it. Yet, there isn’t any 
panic. Those dealers all expect busi- 
ness to be very good this fall—but 
they’re going after it easy like,” a 
local manufacturer stated. 


Appliances were getting the same 
treatment, mostly because at this 
Market the buyers are combination 
furniture-appliance dealers. A few 
major appliance distributors still 
operating out of the Western Mer- 
chandising Mart reported difficulty 
in extracting sizeable orders from 
the visitors. They told EM Week 
one reason for that situation: Many 
of the combination dealers are n¢ 
big enough to be included as guest: 
at the regional or national 
ings of the new lines 


show- 


EAST ... WILMINGTON—Dealers 
here reported the usual summer 
doldrums in appliance sales. 
This year, however, it has been 
more pronounced because of 
the below-normal temperatures. 

Most men blamed the cool 
weather for the lagging sales in 
air conditioners, fans, refrigera- 
tors and laundry equipment. 
Dealers anticipated more traffic 
with the return of seasonable 
weather, but one storeowner re- 
marked, “If it doesn’t get hot 
soon, there won’t be much ac- 
tion the rest of the season. 
That’s for sure.” 

The Delaware Light and 
Power Co. has been spearhead- 
ing a promotion in New Castle 
County, in which electrical ap- 
pliance dealers are offering free 
a $39.95 fan with the purchase 
of an electrical home freezer 
and/or a two-door combination 
refrigerator-freezer. The results 
of this campaign to date have 
been termed “moderately suc- 
cessful.” 

“A little of everything,” com- 
mented Herman Cohen of Cohen 
Bros. in appraising his sales. 
“A washer here and there, a 
range and then an air condi- 
tioner.” 

Harvey Hall reported a pick- 
up in refrigerator sales and, 
also, that some of the air condi- 
tioners were moving. 

One retailer found TV sales 
way off. 

Prices, generally, have been 
fairly stable. 


SOUTH ... LITTLE ROCK—After 
a cool, rainy spring and an ap- 
pliance sales record that gen- 
erally matched the gloomy 
weather, temperatures started 
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In Wilmington, the summer doldrums set in; however, in Tampa- 
St. Petersburg, hot weather brought out air conditioner customers. 


ee 


going up in June and July—and 
so did the spirits of Little Rock 
distributors and retailers. 

With the mercury ranging 
into the high 90’s almost daily, 
appliance stores were enjoying 
a fine run of air conditioner 
sales. Most retailers agreed that 
it was better than last year. The 
reason: Hotter weather than 
last year. 

Said one _ retail salesman: 
“Weather controls our condi- 
tioning business entirely. When 
it rains for a day or so, it’s just 
like cutting the faucet off on 
sales. But let it get up into the 
90’s and hot at night, and the 
people start rushing in.” 

Adrian E. Caignon, a G-E 
distributor, said the year started 
out slowly but “‘for the past six 
weeks it’s been going like a 
house afire.’”’ He said the weath- 
er was probably the main rea- 
son, but other factors were low- 
er prices on some lines and 
“more promotion by dealers— 
they’re just not sitting around 
waiting for the business to come 
in. 

An example of the promotions 
going on was a utility-sponsored 
“Kitchen Carnival” in which 34 
Little Rock and North Little 
Rock dealers participated. It 
was billed as the two cities’ big- 
gest sale in history. And during 
the three-week push, which 
ended July 30, dealers gave 
away free souvenirs and offered 
special bargains in swim suits 
for youngsters. Response to the 
activity was measured by the 
marked increase in sales and 
floor traffic. Most dealers report- 
ed sizeable increases, especially 
in refrigerator-freezer sales. 

Dealers described prices in 


the area as “very competitive,” 
ranging below usual July levels. 


WEST PORTLAND—Aug. 1 
marked the opening of the $50 
million Lloyd Center, said to be 
the nation’s largest shopping 
center. How will the new de- 
velopment affect the city’s ap- 
pliance market? Most dealers 
weren’t worried. 

F. L. Runyard, promotion 
manager at Westinghouse, said 
the new center won’t hurt 
downtown business at all. Why? 
Because it’s downtown, not out 
in the suburbs. So Runyard said 
he thinks it will act to generate 
downtown traffic, not take it 
away. 

Other sources had different 
reasons. Weimer Mann of White- 
Mann Co. pointed out that 
Meier & Frank Department 
Store would be the only major 
appliance outlet in the center. 
And Harold Kelley added that 
M & F already had a downtown 
store, so it probably would keep 
the appliance customers it al- 
ready had. 

Generally, business was “‘spot- 
ty,” dealers said. Main reason: 
The political conventions. 

Distributors said air condi- 
tioners were doing well through- 
out the state. But with freezers 
it was a different story. They 
were off, and some stores were 
unloading at $10-$30 above cost. 


SOUTHEAST ... ST. PETERS- 
BURG-TAMPA—With the mer- 
cury teasing the 95-degree mark, 
southeastern dealers were bear- 
ing down heavily on the cool- 
type promotion. 

In the St. Petersburg area 
some 350 dealers over a 31- 


SORES TOE AEE SR 5 ORS RSE SGD ai ae a OR AMI Cee ee Ow 


county area were pushing ‘“Va- 
cation at Home with an Air 
Conditioner’—the idea being 
that the cost of a two-week va- 
cation could give summer-long 
comfort if invested in an air 
conditioner. Bob Robertson, di- 
rector of residential develop- 
ment at Florida Power Corp., 
sponsor of the promotion, said 
the campaign “is generating 
more interest than any other has 
in years.”’ Goal of the dealers: 
To sell 7,500 tons of air condi- 
tioning during July and August. 
Robertson reported that with 
the promotion at the mid-way 
mark, “chances for making the 
quota look extremely good.” 

Even without this special pro- 
motion, overall sale of appli- 
ances among the 350 dealers has 
been strong—ahead of last year 
through June. 

Tampa held a few surprises. 
Two of Tyree’s 11 stores had 
their semi-annual “Sunday Back 
Room Sale” on July 17. The 
push featured floor samples, 
demonstrators, repossessions and 
remanufactured items of all 
types. The surprise came when 
the nine-hour sale resulted in 
more sales on brand-new mer- 
chandise than on the featured 
bargains! Robert Hoyer, man- 
ager of Tyree’s North Gate 
Shopping Center, said, ‘We had 
some good prices on new mer- 
chandise but hadn’t given this 
any special mention in our pro- 
motion. New 1-ton air condi- 
tioners really moved—so did 
refrigerators.”’ Hoyer found the 
credit-cash ratio at the sale fol- 
lowed the traditional pattern of 
75%-25% but more customers 
came in from outside Tyree’s 
delivery area than ever before. 
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Kelvinator Plugs Freezer Plans 
ALL-AMERICAN QUARTERBACK J. T. Hagan, manager of the company’s home 


freezer 


right is 


sales, shows off a new retail presentation kit for freezer food plans. At 
a portfolio telling. the food freezer plan story and at left is Kelvinator’s 


film projector. The projector, taken to the prospect’s home, gives an 18-minute 


presentation in color and sound from a 35 mm. film and a 7 
Projector is fully portable and compact. 


> 


-inch 33144 rpm record. 





INDUSTRY MEMO 


@ Despite an earlier announcement 
that it would go out of business, 
the Free Sewing Machine Co. last 
week asserted it was still very much 
in business. A spokesman said Free 
would remain active in a number of 
its interests including private in- 
vestments and large real estate 
holdings. The only business Free 
has dropped is its sewing machine 
business, a move which came after 
Janome Sewing Machine Co., Ltd. 
of Japan bought New Home Sewing 
Machine Co. of Los Angeles, a Free 
subsidiary (EM Week, July 25.) 


e Who said 3-D was dead? A San 
Diego electronics company is de- 
veloping 3-D closed circuit TV for 
industrial uses. And E. T. Clare, 
vice president for marketing in the 
Kin Tel Division of Cohu Electron- 
ics, told an electronics seminar that 
the 3-D technique “could be used 
for home TV receivers, although 
the receivers would have to be dif- 
ferent than those now in use.” 


e Watch out for coin-op investment 
deals, California warns consumers. 
They may look like sure things, but 
the state consumer counsel has re- 
ceived a rash of complaints about 


them. The biggest gripe: None of 
the deals had produced a profit. In- 
stead, investing families found 
themselves saddled with a debt as 
high or higher than their original 
investments. 








THIS WEEK'S 
COLOR TV 


MONDAY (All Times E.D.T.) 
11 A.M. (NBC) The Price Is Right 
(Monday-Friday) 
12:30 P.M. (NBC) It Could Be You 
(Monday-Friday) 
10 P.M. (NBC) "Hollywood Sings” 


TUESDAY 
9:30 P.M. (NBC) Arthur Murray 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is Right 


FRIDAY 
9:30 P.M. (NBC) Masquerade Party 


SATURDAY 
10 A.M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruff & Reddy 
7:30 P.M. (NBC) Bonanza 


SUNDAY 
8 P.M. (NBC) Music on Ice 
9 P.M. (NBC) Chevy Mystery Show 
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Another new Hoover idea 
in floor care 


shampoo -polishe, 





_.POWER RUG SHAMPOOING 


Now! Power up your floor care sales with the new Hoover Shampoo-Polisher 


. the first appliance designed especially for home rug shampooing ! 


Run this beauty past the housewife just once. Let her see that all she has to do is guide it. 


Explain that it’ll clean a 9 x 12 rug for only a nickel. And she’s got to have it. The new Hoover | Fc ips ride 4 


. ; . : : vel, tically adjust [amie 
Electric Shampoo-Polisher needs none of those expensive shampoo solutions. Any mild, high- tame 


to any carpet. Durastran 


sudsing detergent will do the job. A simple change of the brushes and the Hoover is “(P to a en Ge & | 
scrub and polish hard surfaces with the same professional ease. See your Hoover repre- | and gomtiy. 


sentative about this new money-maker. The Hoover Company, North Canton, Ohio. He 


Scrubs, waxes and 


polishes bare floors. 
One set of brushes 
does all three. Soft 
snap-on pads give a 
hand-rubbed look. 
Trigger action tank 
* dispenses water or wax. 
£ 
SATIBPACTION 


ELECTRIC SHAMPOO-POLISHER 











DATELINE EUROPE 
Italy: Industry Fights 
A Lack Of Capital 


By LAURENCE WRAY, 


EDITOR 


The tenth in a series of reports written on the scene in Europe 


The zaniest aspect of the entire 
appliance-radio-TV business in Italy 
is the dearth of capital. Manufac- 
turers find it hard to raise new cap- 
ital for expansion; wholesalers don’t 
seem to be able to lay their hands 
on sufficient money to finance pur- 
chases from the manufacturers; 


dealers are perennially broke so 
that they can only be sold on a con- 
signment basis and, to top it all, 
Italian consumers are always cash 
poor and have to buy on credit. 


The nationalized Bank of Italy sits 
on most of the available money 


supply and their restrictive lending 
policies have created the most seri- 
ous obstacle to the natural develop- 
ment of the appliance market. The 
situation in comparison to the U. S. 
is fantastic. 

There are upwards of 10,000 deal- 
ers in Italy and the great majority 
of them are supplied with appliances 
direct from the manufacturer, or his 
representatives in the various areas 
of the country. They are literally 
“supplied,” because they have no 
money to buy the appliances. In 
turn, they sell to customers on no- 
down-payment, two-to-three year 
credit terms for which they take 
notes. The banks in turn will only 
discount a fraction of these notes 
for periods of six to twelve months 
on the theory that the dealer may 
suffer substantial credit losses. So 
the poor dealer has to wait until the 
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GiBSONS 





of today’s 2-door market. 


Your future is in Frost-Clear, and only 
Gibson gives you such tremendous values. 
A complete line of Frost-Clear freezers and 


DONE 
AGAIN: 


FROST-CLEA 


aT MASs MARKE 
PRICING | 


You know how Gibson’s top-mount 2-door 
smashed the artificial price barrier, and 
built a gigantic new market for Gibson 
Dealers. Now it’s happening again—with 
the sensational Frost-Clear 165 bottom- 
mount, aimed at the profitable other half 








ry 


NUMBER 3 6) IN A SERIES 


OF WEEKLY GIBSON MESSAGES 
TO ALL APPLIANCE DEALERS 




















2-door combinations, with Gibson’s exclu- 
sive single-coil evaporator system. Here is 


a system engineered for simplicity and 
service-free performance. A system that 
enables Gibson to bring you Frost-Clear 
products at realistic prices—prices that 


Model 165 Deluxe Fros 


open up your market for volume Frost- 


Clear sales. 


MOVE MILES AHEAD IN FROST-CLEAR 


get going...get 
























t-Clear combination specia! 
Giant 16.5 cu. ft. Separate temperature controls 
tor freezer and refrigerator. 162 Ib. freezer section. 
Adjustable shelf. Pres-Toe door opener. 


New blue porcelain interior. Right and teft hand door models. 


(GSOM 


Gibson Refrigerator Division of HUPP Corporation, Greenville, Michigan 
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customer pays and the manufac- 
turer has to wait until the dealer 
pays. The result is that dealers, to- 
gether with the manufacturers who 
supply them on a consignment basis, 
are forced to finance themselves. 


Dealer margins vary from 40 to 
50%, but considering that in most 
cases they sell at discounts ranging 
from 10 to 30%, plus the fact that 
they have to pay interest on the 
money they owe for merchandise, 
dealer margins actually are nearer 
10%. There have been attempts to 
remedy the situation through the 
formation of dealer co-operatives, 
purchasing in volume directly from 
the manufacturer at discounts vary- 
ing from 30 to 35%, but they are few 
and far between. To complicate 
Italy’s credit squeeze, government 
employees are forbidden to sign 
credit notes. If a government em- 
ployee wants to buy a refrigerator, 
he goes around to his local dealer 
and gives him a verbal promise to 
pay, which the dealer can take or 
leave depending on how well the 
dealer knows the customer. 

With no private competitive bank- 
ing system, with no finance houses 
of the Commercial Credit or CIT 
variety and with no “captive” 
finance houses of the manufactur- 
ers, there is literally no place to 
turn for money to oil the wheels of 
trade. Yet everyone accepts the 
situation with a shrug, though they 
wish something could be done about 
it. The manufacturers themselves, 
who literally have to wait for their 
money until the ultimate consumer 
has paid the dealer, and who have 
little access to capital outside’ the 
Bank of Italy, are seriously ham- 
pered in their ability to expand. 


Even so, production continues to in- 
crease from year to year. The fol- 
lowing seven-year figures are in- 
dicative of appliance growth. They 
were supplied by the authoritative 


magazine, “‘Elettrodomestica”’: 
Year Refrigerators Washers 
1953 65,000 15,000 
1954 100,000 20,000 
1955 140,000 35,000 
1956 200,000 60,000 
1957 370,000 78,000 
1958 500,000 100,000 
1959 750,000 164,000 
Vacuum Cleaners Water 
Year & Floor Polishers Heaters 
1953 45,000 40,000 70,000 
1954 55,000 45,000 75,000 
1955 55,000 55,000 100,000 
1956 55,000 60,000 110,000 
1957 56,000 63,000 116,000 
1958 55,000 85,000 125,000 
1959 50,000 100,000 183,000 


Saturation is astonishingly low. On 
refrigerators it is only 11.4%, on 
washers only 3.2%, on water heat- 
ers 7.1% and on cleaners and pol- 
ishers less than 4% 


Discounting, of course, has raised 
its ugly head in Italy, as in other 
European countries where the ap- 
pliance-radio-TV business is boom- 
ing. There have been half-hearted 
attempts on the part of manufac- 
turers to get their dealers to sell at 
suggested list prices, but the com- 
petitive fervor is such that most 


Italian dealers have become “nego- 
tiators.’’ Sales made on a cash basis, 
naturally, are the ones most subject 


to price-cutting, due to the no- 
down-payment, long-credit terms 


required on average sales. 
Continued on page 10 














Culberg Named ‘Man Of The Year’ 





JACK J. CULBERG, vice president of Ecko’s housewares division (right), is given 
the traditional brown jug by H. C. Graves of Beck & Gregg Hardware, Atlanta, at 
the ninth annual Southeastern Hardwares Club breakfast. 





Clubs And Bunnies Multiply 
Sales Of Electric Blankets 


- - - and come up with the 
answers to the cold shoulders 
that northern buyers normally 
give to electric bed coverings 


Why do electric blankets sell best 
in the warmer parts of the country? 
Are people in the northern areas 
more rugged than their electrically 
warmed cousins? 

Manufacturers, utility companies, 
distributors and dealers have 
searched in vain for answers to 
these and similar questions for 
years. In 1958, two utility compa- 
nies—Niagara-Mohawk Power Corp. 
and the Hartford Electric Light Co. 
—came up with their answers. 

Both companies felt that poor pro- 
motion was the reason for the fro- 
zen sales figures. 


The Hartford Electric Co. decided to 
use a club—an Electric Blanket 
Club—to sell more blankets. Here’s 
how it works: 

From the beginning of October to 
the end of January, all three Con- 
necticut utilities promote pay-as- 
you-go blanket clubs. For a single 
blanket, a customer pays the dealer 
$5 per month plus a small service 
charge. The payment is the same if 
he buys five blankets, but the re- 
payment period is extended. 


“The plan answers three needs,” 
said B. W. Roberts, general sales 
manager of HELCO. “It gives the 
customer renewed confidence in 
electric blankets, it breaks down 
his buying resistance, and it makes 
multiple purchases easier.” 

In 1959, 32,551 blankets were sold 
(70% by appliance dealers) as a re- 
sult of the promotion; an increase of 
better than 50% over the year be- 
fore. Most popular model was the 
double-bed size with single controls. 
Prices ranged from $19.95 to $24.95 
with the lower priced model ac- 
counting for more than half of the 
sales. 


Appliance dealers also parlayed the 
blanket promotion into dryer sales 
by offering a free $19.95 blanket 
with every dryer. They gave 1,500 
blankets away in two months. 

Ted Cotjanle of United Illuminat- 
ing Co. promises that “We’re going 
to use clubs again this year.” 


In upstate New York, the Niagara- 
Mohawk Power Corp. used Snuggle 
Bunnies to sell blankets. The com- 
pany supplied dealers with point- 
of-sale display packages and adver- 
tised extensively in the local news- 
papers using pictures of large Snug- 
gle Bunnies as the central theme. 
Distributors helped by tying in one- 
inch Bunny ads as dealer listings 
around each utility-sponsored ad. 
To be eligible for the free distribu- 
tor listing the dealer had to buy a 
specified number of blankets. 

C. D. Hollister, sales manager for 
Niagara-Mohawk, says that since 
the birth appearance of the Snuggle 
Bunny, blanket sales have increased 


by “about 45%” while national and 
state sales were increasing at the 
rate of only 9.5%. “In fact,” says 


Hollister, “sales were so high deal- 
ers had trouble meeting demands.” 


Everyone is agreed on one thing— 
blanket sales are up in both areas 
because of the promotions. Even 
northerners will buy ’em if they’re 
promoted. 








Northern Electric Offers 
Bottle Warmer Deal 


A special deal on electric baby 
bottle warmers is being offered by 
Northern Electric Co. to all drug 
dealers. The deal will last through 
September. For every assortment of 
bottle warmer models that he buys 
for $23.72, the dealer will be given 
a combination bottle warmer and 
vaporizer selling for $2.95 retail. 
Total retail value of the package is 
$40.60. 





announcing! 


the greatest 
selling point 
in can opener 
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BVI EXCLUSIVE 
BLUE CUTTING 
POINT 


opens cans others cant! 
(Quer aguate ned) 


Old-fashioned round wheels 
can’t cut square corners / 


@ Only BVI has the Blue Cutting Point—the feature 


that sets BVI apart and ahead of all competition. 


@ Why sell can openers that do only 75% of the 
jobs — when BVI is 100% efficient! 


@ BVI is the world’s most automatic can opener. 


@ The most complete line of electric can openers 
— most heavily advertised — greatest consumer 
acceptance. 


@ BVI sales up 63% over last year! 
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BVI HAS A FULL LINE OF ELECTRIC 
APPLIANCES .. . ORDER NOW! 
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No Doldrums For 


In spite of disappointing performances by most white goods so 
far this year, retail dishwasher sales are right up there. And, 
though many industry men find it surprising, portables are 
leading bread-and-butter built-ins in increased shipments 


At the six-month mark this year, 
industry figures showed manufac- 
turer shipments of portables 58.5% 
ahead of 1959’s comparable period. 
But built-in shipments were down 
5.7%. 

Built-ins still led portables in 
units shipped, though. Distributor- 
to-dealer shipments for 1960’s first 
six months ran like this: 87,000 
portables; 166,600 built-ins. 

As for retail sales, EM Week’s 
utility reports from 27 key markets 
showed dishwashers were up 26% 
for the first five months of this year. 


What do these figures mean? EM 
Week checked top dishwasher men 


at General Electric, Hobart and 
Waste King for their interpretations. 

“The decrease in manufacturers’ 
shipments of built-ins reflects the 
decline in housing starts,” Hobart 
Sales Manager Harold Martin ex- 
plained. Government figures for 
April—most recent figures avail- 
able—showed housing starts were 
off 20%. “But I think home building 
is starting to loosen a bit,” Martin 
went on optimistically. 


Martin’s optimism was understand- 
able—the bulk of Hobart business 
is in built-ins; the company only 
last year entered the portable dish- 
washer field. 
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Dishwash 


“I think portables will keep 
climbing, though,” Martin mused, 
“last year manufacturers shipped 
about 35% portables. And I would 
not be a bit surprised to see them hit 
over 40% this year. 

“The big surprise for us is the 
way convertible-portable sales keep 
increasing. Our sales on them are 
up 200% over last year.” 

Martin’s prediction for the in- 
dustry this year: 10 to 15% better 
than last year’s 525,000 units. 


G-E’s H. D. Edwards agreed with 
that prediction, but he narrowed the 
spread, quoting 600,000 units. 

His reasons for dishwashers’ con- 
tinued good performance: ‘“Satura- 
tion is quite low.” (EM Week’s fig- 
ure as of the first of this year was 
6.3%.) 

“And there’s more activity in the 
total market now, with more port- 


er Sales 


able manufacturers in the busi- 
ness,” Edwards went on. 


“The builder had the lion’s share 
of the business until a couple of 
years ago,” Edwards explained. “But 
that’s changing now. In a couple of 
years, I think it will be split 50-50, 
portables and built-ins. And in five 
years, portables will creep up to 
60% of the business. 

“After all, there are only about 
1 million new homes built each year. 
So your total possible market there 
is limited to a million. The portable 
is the logical item to sell.” 

A. L. Haggard, Waste King mar- 
keting vice president, saw things a 
little differently. “The percentage of 
builders using dishwashers is in- 
creasing. And as they use more of 
them, even though housing starts 
may decrease, I see builder sales 
adding to total sales appreciably.” 





WORLD APPLIANCE NEWS 


e@ In West Germany, electrification progresses bringing consider- 
able expansion in the use of various electrical appliances. 


e@ French manufacturer sees large increase in refrigerator pro- 
duction in the next 12 month, with a third of gain for export. 


e English concern buys carpet sweeper line, setting up a new 
profit potential for Ekco Products of the United States. 


ZURICH (McGraw-Hill World 
News)—Reports here show consider- 
able progress in the electrification 
of West German households last 
year. Figures are based on the num- 
ber of appliances per 100 house- 
holds. The number of refrigerators 
went from 23 to 32 last year; electric 
washers from 22 to 25; ranges from 
35 to 36; vacuum cleaners from 54 
to 58; electric shavers from 33 to 
36; television receivers from 13 to 16. 


PARIS—Markt & Co. Ltd., French 
licensee of Kelvinator International 
Corp. plans a 50% increase in re- 
frigerator production in the 1960-61 
fiscal year, beginning July 1. Two- 
thirds of the increase will be sold in 
France, said Theodore E. Boury, 
president, and the balance will be 
exported, primarily in the _ six- 
nation Common Market and coun- 
tries where the French franc is 
used. 


BONN, West Germany—West Ger- 
man tape recorder production will 
reach 650,000 units this year, 90,000 
more than in 1959, according to 
Telefunken, which hopes to increase 
its share of the market to 24% this 
year. 


LONDON—Purchase of the Ewbank 
line of carpet sweepers has brought 
further expansion for Prestige 
Group, Ltd. Prestige is one of the 
biggest assets of Ekco Products Co., 
large U.S. manufacturer of house- 
wares and commercial food equip- 
ment. 

The Ewbank line has captured a 
major share of sales in the U. K. 
and several other countries. Pur- 
chase price to Prestige was an- 
nounced at $2.4 million. This figure 
includes the former Ewbank manu- 
facturing facilities at an 1l-acre 
factory site. 
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ENTRANTS IN THE MISS CHICAGO beauty contest pose with Sam Jenkins, 
Grundig-Majestic vice president, at the Majestic International Sales showroom. 
From top to bottom: Gwen Nelson, Nadene Wolfe, Sandi Moore, Valeria Furlan. 
Company will award stereo consolette and transistor radios to contest finalists. 








Masters Nixes 
Private Brands 


Upholding the honor of the brand 
name last week was Stephen Mast- 
ers, president of Masters, Inc., dis- 
count house chain. 

In a reply to Joseph P. Kasper, 
chairman of Associated Merchandis- 
ing Corp., who attacked “brand 
name slavery” and defended pri- 
vate brands as “the successful so- 
lution to the discount house,” Mast- 
ers had this to say: 


“If major retailers were to adopt 
this (Kasper’s) advice and sell their 
own private brands to compete with 
us, they would shortly find their 
sales diminishing greatly . .. we 
(discounters) quickly would have 
most of the customers coming to us.” 
Masters said that department 
stores must compete with discount- 
ers through price and service. And 
a good way to begin, he added, is to 
eliminate “superfluous buying op- 
erations” such as Kasper’s AMC. 


What did Kasper say to inflame 
Masters—and other brand-name re- 
tailers? For one thing, he called 
them retailers who “sell their birth- 
right for a few measly advertising 
dollars,” and described “those stores 
which rely on brand advertising to 
make sales” as “mere puppets.” 








U.S. To Track 


Discount Impact 


In the next few weeks, the 
government will begin a four- 
year project to pin down 
changes in buying habits 


Have buying patterns and prac- 
tices changed in a decade? An an- 
swer will be the aim of the program, 
which includes surveys on consum- 
er use of appliances, prices paid and 
changes in marketing which have 
accompanied the growth of discount 
houses, suburban shopping centers 
and other new types of stores. 

The new program is being con- 
ducted by the Bureau of Labor Sta- 
tistics to update its consumer price 
index and to provide new informa- 
tion on consumer markets. (The in- 
dex is a measure of the prices work- 
ing people pay for a variety of 
necessities, services and luxuries.) 


The survey results, when complete, 
should provide appliance dealers 
with a better fix on such things as 
their markets, how consumers are 
spending their money, whether the 
share going for appliances is in- 
creasing or decreasing. 

Families are larger now than 19 
years ago and people live longer, so 
families probably are spending 
their money differently. The bureau 
surveys will cover 66 cities. 











A Statement By NHMA 
Blows Away Some Fog 


Confused exhibitors and potential 
exhibitors have been asking NHMA. 
if it is connected with other shows. 
The answer is ‘No.’ 

“The National Housewares Manu- 
facturers Assn. has no connection 
with any trade show other than its 


National Housewares Exhibit in 
January and July,” announced 
Dolph Zapfel, NHMA secretary, 
last week. 


NHMA made this simple state- 
ment merely to clear the air and 
said flatly there were no implica- 
tions in it at all. Some industry 
people had been confused; NHMA 
was straightening them out. 
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Sell it for 
porch or patio 


because it eliminates out- 
door reflections, gives 
your customers a strong, 
clear picture. Two han- 
dles and light weight 


make it easy to tote about. 























la i Vi YUL Sa les out of the summer 


slump by pushing the most saleable set on the mar- 
ket today. Call your Sylvania distributor. Sylvania 





Home Electronics Corp., Batavia, N. Y. 
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Quality you can bank on in TV, Stereo High Fidelity and Radio 





Subsidiary of GENERAL TELEPHONE & ELECTRONICS 


~NEW SYLVANIA 


Reflection-tiee 


first-I'V ideal both indoors and out 
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(measured diagonally*) 


*174 sq. in. viewing area 












Sell it for 


indoor use 


because it eliminates re- 
flections from windows 
and lamps. Fine-furniture 
styling makes it an addi- 
tion to any room. In fin- 
ishes to match mahogany, 
walnut, blonde oak or 
fruitwood furniture. 
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Italy’s Problem: 
Lack Of Capital 


CONTINUED FROM PAGE 6 

One big dealer co-operative group 
called CERTA (Commercianti Elet- 
trodomestici, Radio, Televisione e 
Affini) banded together to buy ap- 
pliances in volume under the pri- 
vate brand name “CERTA” and de- 
mand of their members that those 
particular items be sold at fixed 
prices 

There are a lot of hard-headed 
dealers in Italy who are perfectly 
well aware that vicious price com- 
petition is a losing game. Some of 
these have prominent signs in their 
stores proclaiming “prezzi fissi,’’ or 
“fixed prices.” But the bargaining 


fever comes naturally to the Italian 
temperament and even these deal- 
ers find themselves forced to “ac- 
commodate” or “negotiate.” 


Italian appliance-radio-TV manu- 
facturers are feeling their oats inso- 
far as world markets are concerned. 
Bearing in mind that their entire 
industry has existed for less than a 
decade and that domestic produc- 
tion was slow getting started, it is 
extraordinary how the industry has 
whipped itself into a position where 
exporting has become important. 
Conversely, the Italian industry is 
beginning to cut down on the vol- 
ume of goods coming into the coun- 
try. Imports in 1951, for instance, 
were a little over 1 billion lire 
and they rose to a peak of over 7 
billion lire in 1956. But in 1959 they 
had declined to 5% billion and 
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present indications are that they 
will continue to decline. Exports, on 
the other hand, were a modest 337 
million lire in 1951, hit over 3 bil- 
lion lire in 1956 and soared to 13% 
billion in 1959. That doesn’t mean 
to say that German, French, British 
and other European producers, un- 
der the promising spur of the Com- 
mon Market, aren’t finding plenty 
of pickings in Italy. They are—be- 
cause the Italian market can ab- 
sorb far more than Italian produc- 
ers are capable of turning out and 
still have some merchandise for 
export. In fact, most of their Euro- 
pean neighbors are in the same boat 
—their own domestic markets are 
capable of absorbing most of their 
domestic production, but they are 
all vying with one another to cap- 
ture bigger slices of the world 
trade market. 





Kit #11 


A 


CA Batteries in the new 


for quick turnover 


and exclusive Self-Display Cartons 


Here are two brand new transistor radio battery assortments that provide you with a complete battery head- 


quarters right on your counter. Each kit contains a complete point-of-purchase inventory of the most popular, 


fast-moving, transistor radio battery types. When the stock is gone, simply open a new self-display carton. Call 


your Authorized RCA Battery Distributor today...he’llhelp put you on the road to bigger and better battery prof- 
its in 1960. Ask him for details on the complete RCA 1960.Battery Program including “TOP TAG” Promotions! 
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TAPE AND HI-Fi ACCESSORIES 
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WORTHINGTON ST. 


In Springfield, Mass., parts jobber Lou Del Padre has expanded his 
retail operation into a “department store” for home entertainment. 
His business is twice the size it was two years ago and it’s still 
growing. From his experience come good answers to the big 
By JAMES CASSIDY 


It may very well be. For Del Padre has pack- 
aged a whole group of merchandising and 
product innovations into a single retail operation. 
The result is that Del Padre is at the moment a 
home entertainment dealer, rather than a hi-fi 
specialist, an organ dealer or a record retailer. 


His method has been simplicity itself—add new 
departments as new products are born. Already 
a successful parts jobber in 1953 (nine branches 
turning in a $2 million volume), Del Padre then 
opened a retail division to sell hi-fi components. 
He added records for traffic and then expanded 
his physical plant to make possible a plunge into 


‘big-ticket stereo packages. He sampled portable 


organs when they appeared on the retail scene. 
And he quickly sensed the broader horizons to 
which they pointed. So he broke through another 
walt, added a piano and organ salon with a 






Is This the Store of Tomorrow? 
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SPECIAL 


MOUND 


REPORT 





$20,000 inventory (at cost) and hired an organ 
specialist. Now, this section’s business has grown 
to the point where it accounts for 22% of Del 
Padre’s $630,000 retail volume (1959 figures). 


Except for records, this is a big-ticket operation, 
where stepup is a religion. Del Padre sells no 
TV and sales of portable phonos and organs are 
“negligible.” Stereo packages average $550, 
pianos $650, organs $7,!00, and hi-fi component 
sales start at $300. 

Records get promotional pricing—and for a 
reason. To produce traffic in a way-off Main St. 
location, Del Padre uses the stimulus of the vast, 
well-priced record stock. And to keep traffic com- 
ing, Del Padre rotates heavy promotional effort 
throughout the other store departments. 

To see how he does it, and how he has created 
a new kind of music business, turn to page 14. 
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SUNBEAM IS LAUNCHING 
WITH A STRIKING NE 


DRAMATIC “AFTER-SHAVE” TEST PROVES NEW SHAVEMASTER PERFORMANCE! 


Grand Central Station: TV newscaster Vaughan says he got a close shave just be- Banghart flipsopen shaver head and brushes 
Kenneth Banghart stops commuter George fore leaving home, but agrees to give the whiskers onto paper . . . actual on-the-spot 
, Vaughan on his way to the office. » new Shavemaster shaver a try. » proof of a closer Shavemaster shave! 
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Nothing shaves 
like a blade- 


that’s why Sunbeam put 
3 real blades in the new 
Shavemaster shaver 
The Sunbeam Model 555 Shavemaster delivers a shave so close, it has 


to be compared with the results of a straight razor or the sharpest 
safety blade. Because the Shavemaster introduces a new design to 


electric shaving! It brings at last the close, clean sweep of a blade to Positive start-stop switch. Quick, sure control of motor. Snap-acting 
the speed and convenience of an electric. switch stays in.position, turns Shavemaster on or off with flick of thumb. 


New trimmer feature. A sideburn trimmer that really works. Straight- Flip-open head for fast cleaning. This Sunbeam exclusive completely 
ens sideburns, trims moustache, does a complete grooming job. exposes comb and locked-in blades. Makes brushing-out easy. 


RAMATIC NEW SHAVEMASTER 


toe 6 T RFS Ss nmA YY © 


AM PAIGN 3 NETWORK TV SHOWS 


What's My Line «ss 
The Untouchables sc) 
Naked City «sc 


NATIONAL MAGAZINES 


Life, Saturday Evening Post, 
New Yorker, Sports Illustrated, 
Wall Street Journal and 

37 newspapers in 29 markets! 


Interviewer to audience: “Try the all-new 


Commuter’s reaction: “Really amazing!” 
» Shavemaster at dealers’ now!” 


Sunbeam Corp., Chicago 50, Ill. « Canada: Toronto 18 @®Sunbeam Shavemaster 
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EM WEEK'S Del Padre is a Home Entertainment Dealer continuep 
SPECIAL 


H ’s5 What He Sells... 
ee | eran te Pecctces 0 





Product % of Sales % of Space Inv. at Cost Inv. Turns 


Records 30 40 $55,000 32x 
Stereo Packages 40 27 25,000 6x 
Components 8 ae 8,000 4x 
Organs & Pianos 22 20 20,000 6x 



































ORGANS 


ano pianos: LOOK Like a Specialist 








To inaugurate the opening of its new Organ and Piano Salon 


® re col invites te an unusual and varied . .. 
An early success with portable organs encour- ee rT te 


Mnnduel »,, 

aged Del Padre to plunge heavily in console or- 2 | ORGAN and PIANO RECITAL 
gans and pianos. An old-time piano salesman | 
himself, Del Padre realized importance of looking F ees ere 
like a specialist in this field. So he pushed out a —— pint Rapetegben Fp be By Edy 
wall to build a carpeted salon in which he could 
stock 40 pieces (top left). Then he.hired a well- 
qualified specialist who sells inside and outside, 
demonstrates, teaches and gives recitals. : “Sie: = MARTIN FREIREAD a. team ernie ens om 

To promote department he staged no-sell, no- a pty Lachey le ppe ne yep epee yen 


extensive 
background to present a selection © epweil os mo- 
' 


f classical organ cores. . - 
. . . © our = se te ter « » Gesigned w the versatility of the organ ss an instro- 
name-taking recital for culture-starved Springfield, oe Sy ra . cette nanan ee 


drew 300 people to concert in the new salon 
with ads and with low-pressure mailings like the Wednesday, Nov. 18 at 8:00 p.m. 


. — Serinatinld «, is 
ones at right, = SSS DEL PADRE 
: a Se ea, 999 WORTHINGTON STREET, SPRINGFIELD 


‘ happy te invite friends and customers to share this enjoyable musical eve- 
nc Tin te Oar slave wil have town rearranged into « recital hall. bent seats to 

‘carts birda The entire evening will be-devoted to the musical program... there 
will be ne sling. 


Featuring WURLITZER ORGANS AND PUANOS 














COMPONENTS: The First Is 
Now the Smallest 


Components were the avenue by which parts 
jobber Del Padre got into retail 10 years ago. 
Now it’s the smallest department in his home en- 
tertainment complex: Three shelved walls in a 
400-ft. salon produce $50,000 annually in vol- 
ume under the direction of Frank Gual Jr. 
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OPEN THURSDAY AND FRIDAY UNTIL 10:00 P.M. SATURDAY UNTIL 5:00 P.M. 





Go for the 
Big Ticket 


Walnut-walled console display room provides 
fine backdrop for Del Padre’s selling approach on 
packaged stereo: Pitch the finest first. “Let them 
hear the real sound on the $800 set or they may 
never get a taste for top quality. Lots of people 
thinking in terms of $300 will go to $500 when 
they realize it’s a long-term purchase. You only 
get thern once.” 

This section of store was obliged to insure 
wide aisles which, says Del Padre, “are essen- 
tial to step-back demonstration of a stereo set.” 

Stereo Fair last fall was one of Del Padre’s 
most successful stereo promotions, was patterned 
fairly closely on similar events staged regularly 
in New York by Liberty Music—a store which Del 
Padre openly admires. The Del Padre show ran 
three days, drew 1,500. 


PACKAGES: 


DEL PADRE 


INVITES YOU TO ITS 

































JUL 
at 999 Worthington Street — Springfield | 


(Thursday, Friday, Saturday - Three Davs Only) 


Thrilling demonstrations of STEREOPHONIC SOUND featuring 
these world’s top-quality names in Stereo Hi-Fi Components, 


corre Component Consoles, Records and Tapes: ~ 


‘100,000 Record Sale! 


STARTS THIS WEEK! 
Choose from thousands of the most wanted 
Decca, Columbia, RCA Victor, Capitol, Mercury, 
Westminster, Audio-Fidelity, London, Coral, Kapp 
Dot, Somerset, Everest, Roulette, Ronde, Warner Bros. 
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recoros: Ifaffic at a Price 








Originally designed to pull traffic for hi-fi, the 
store’s record section has now become a major 
department itself. Key was in converting to self- 
service to accommodate browsing adults (no pop 
singles are stocked). 

Del Padre’s particular pride is a wall of hinged 
panels which exposes 2,000 album covers in an 
area 18 inches deep and 60 feet long. General 
manager Albin Bukowick (at right) shows a mod- 
ule frame which holds three-album backup stock 
front and back. Wall has own soffit lighting, holds 
8,000 albums and has room for 8,000 more in 
space below. Additional LP’s are shown on three 


island displays 12 albums long and four high. 
There are four more short islands, two of which 
hold pre-recorded tape. 

To keep traffic and volume steady, Del Padre 
promotes a special label each day. Prices on these 
are 12 to 15% under regular tags (which are 
$4.49 for $5.98, $3.79 for $4.98 and $2.89 for 
$3.98). Special label is announced on daily 
stereo simulcast hour for which Del Padre pays 
half of $70. Meanwhile, he hypos record business 
with special promotions such as the $100,000 
record sales (see ad above right). In addition, 
store stays open late three nights a week. 
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Most heavily advertised pre-holiday 

















Which 
electric 
blanket 

should you 

buy ? 














HERE’S WHY MORE PEOPLE BUY 


Nothern-Baill 


AUTOMATIC ELECTRIC BLANKETS 
THAN ANY OTHER KIND! 













FULLY AUTOMATIC CONTROLS —just set and forget! 
Maintain the warmth you prefer, regardless of bedroom 
temperature changes. 












SANIFRESH 100% NYLON BINDINGS-only from North- 
ern. Resist odor-causing bacteria and germs. Last a 
blanket lifetime. 












CONVERTIBLE CUSTOM FIT~—lets you use blanket flat 
or “snaps” to fit snugly around mattress corners for 
custom, wrinkle-free appearance. On many Northern- 
built models. 













GREATER SELECTION OF FABRICS AND COLORS— 
fluffy-soft, machine-washable blends of Orlon,* Nylon 
or Acrilant. Never fade, mat, shrink or mildew. Popular 
decorator pastel colors. 















UNCONDITIONALLY GUARANTEED — for 2 full years. 
Your dealer is authorized to replace any Northern-built 
electric blanket that does not operate properly. 













MODESTLY PRICED—one Northern-built electric blanket 
is equal in warmth to three regular wool blankets, yet 
the Northern electric blanket costs much less! Choose 
from twin or double bed size, single or dual control 
models. Attractively cartoned. Makes the thoughtful, 
practical gift. At dealers everywhere. 










*Reg. TM DuPont tReg. TM Chemstrand Corp. 






Dollar for dollar, the electric blankets that give you the most 


for your money wear these famous Northern names: 
OP CS) NORTHERN (ELEGANCE, DELUXE, SPECIAL AND 
FEATHERWEIGHT) ALSO CRESTWOOD » CENTURY 









ELECTRIC COMPANY SPECIAL AND DELUXE « WAYNE + CHALLENGER « 

LAUREL « EMPRESS 
World's oldest and largest manufacturer of electric blankets and heating pads For your best valuein heating pads look for these Northern names: Northern, Century, 
Waynesboro and’Bay Springs; Miss. * Executive Offices: Chicago Crestwood and Red Line; also Northern baby bottle warmers, sterilizers and vaporizers. 






In Canada: George W. Endress Company, Ltd., Toronto 
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promotion in electric blanket history 


— only from Northern, the world's largest manufacturer! 


, 
‘ ‘ , : = 
i+ 


¥:.+9 


Tis FULL PAGE 
4-COLOR AD IN LIFE! ie 


PLUS FULL PAGE BLACK AND WHITE ADS IN. 


...Good Housekeeping and Parents’ 


Over 52,000,000 impressions for the solid sales 
support you need — when you want it! 
Color reprints of this ad, featuring the specific brand of 
Northern-built blankets you sell, are now available for 
as use as an attention-getting tie-in for your store. 















PREBZER LIVING. aged 
Preveton! | 


December Issue 





” 





November 28th Issue 


li (? a complete Electric Blanket 





promotional planner 


Northern — and only Northern gives you 3 great electric blanket 
promotions for more-profitable year-round selling. 
Proved and tested to boost your entire store’s sales! 
e Summertime Gift Promotion! ¢ Fall Season Promotion! ¢ Holiday Gift Promotion! 
Each promotion includes everything you need for a record 
selling year with Northern-built electric blankets. 


e A hard-hitting ad mat service ¢ Attention-getting radio and TV scripts 
e Complete step-by-step suggestions for window and “in-store” displays 
e New and novel merchandising ideas @ Direct mail promotions with 2-color envelope 
stuffers and sample letters e Counter display cards featuring full-color national ads 


Which electric blanket should you buy? 


Feature for feature, in every popular price range; Northern-built electric blankets 
are your best-selling buy! Contact your distributor for details now! 
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Century Special Northern Special 


] out of every 2 electric blankets sold is Northern-built! 


Nowheys, ELECTRIC COMPANY 


WORLD'S OLDEST AND LARGEST MANUFACTURER OF ELECTRIC BLANKETS AND HEATING PADS 
EXECUTIVE OFFICES: 5224 North Kedzie Avenue, Chicago 25, Illinois * IN CANADA: George W. Endress Company,-Ltd., Toronto 


Crestwood Wayne 
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Only Zenith 
dealers have 
quality 
products like 


this. to sell! 


Creative engineering advances from Zenith now afford 


incredible performance in America’s first portable FM/AM radio! 


New from the world leader in FM—No FM/AM portable in the 
world equals the Trans-Symphony Royal 2000 in tone, power or 
sensitivity. For it is the unique result of Zenith leadership in both 
FM and all-transistor radio development over the years. 
Engineered with watchmaker’s precision and built by highly 
skilled American craftsmen, the new Royal 2000 is a classic ex- 
ample of Zenith’s uncompromising standards of quality and per- 
formance. Power output is up to 2 % times that of other FM/AM 
portables. Its big, 7” x 5” speaker is the largest and most efficient 
found in any FM/AM portable radio; tone can be varied by a 
broad range control. And the special Automatic Frequency Con- 


ZENITH 


trol transistor circuit is an engineering triumph in itself, providing 
drift-free FM reception even in fringe signal areas. 

Zenith’s Royal 2000 includes far more tuned circuits than most 
sets—8 on AM, 11 on FM. All transistors are plug-in types for 
easiest servicing; FM transistors are a special high-frequency type 
developed by Zenith to assure full FM quality performance. 

A masterpiece of creative engineering—yet Zenith’s new Royal 
2000 uses ordinary flashlight batteries available anywhere! Still 
another practical sales feature, typical of Zenith’s policy of giving 
customer—and dealer—all of the best it is possible to build into 


radio, television and high fidelity stereo. 
y 
CZAR: 


The quality §0eS in ZENITH RADIO CORPORATION, CHICAGO 


39, ILLINOIS. IN CANADA: ZENITH RADIO 
CORPORATION OF CANADA LTD., 
before the name §o0es on TORONTO, ONTARIO. The Royalty of tele- 


of vision, stereophonic high fidelity instrumenis, 
, phonographs, radios and hearing aids. 42 
years of leadership in radionics exclusively. 
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We are part of an industry which 
made more leisure time in the home 
possible; but we’re not getting our 
share of this leisure time business. 

This time saving in the hame, 
along with faster transportation, less 
working hours and more and longer 
vacations is responsible for the vast 
amount of leisure time enjoyed by 
most Americans. People today not 
only have more leisure time, they 
have more money and more discre- 
tionary spending power. Personal 
income is now running at around 
$400 billion a year, of which better 
than 10% or around $41 billion is 
in leisure time spending on every- 
thing from playing cards to swim- 
ming pools. 


Think of it! $41 billion for fun! Of 
this total, recreation, foreign and 
domestic travel account for just 
about half or almost $20 billion. 
The TV and phonograph industry, 
not including records or hi-fi and 
stereo components, is currently get- 
ting about $5 billion of this leisure 
spending. Actually we in the TV 
and appliance business are getting 
less and less a share of the con- 
sumer dollar, and appliance dealers 
generally, are getting less than their 
proportionate share of the $5 billion 
spent on TV and stereo. 

There has been a tremendous in- 
crease in interest in music and var- 
ious electronic ways to reproduce 
it. While appliance dealer sales the 
first six months were in general be- 
hind the same period last year, 
music dealer sales increased an 
average of 8 to 12% over this same 
period. These music dealers have 
never really gotten a big share of 
the TV market, but they have got- 
ten the biggest share of the more 
profitable hi-fi, stereo and electronic 
organ business. It is also apparent 
that appliance dealers generally 
have not gotten their share of the 
tape recorder market, much of which 
has seemed to have gone either to 
specialists or to the camera stores. 


There is no reason why a good 
radio, TV appliance dealer should 
not cash in on this growing interest 
in music and the trend toward par- 
ticipation. 

Some day we shall have video 
tape, which will be a bonanza, but 
right now we do have all types and 
all prices of tape recorders which 
can be profitably sold and the de- 
mand for tape will keep these cus- 
tomers coming back into our stores. 
We are but a few months away 
from magazine-loading tapes, for 
pre-recording music. We _ should 
keep abreast of these developments 
and be ready to promote them and 
cash in on this vast new market. 


It is important for an appliance 
dealer to replace the volume he is 
losing in refrigeration sales. Ten 
years ago, according to the NARDA 
cost of doing business survey, sales 
of refrigerators accounted for about 
28% of our total volume, while to- 
day they account for just about half 
of that. Washer and range sales have 
remained fairly even, representing 











MORT FARR says 


‘We Should Be Getting 
More Fun Dollars’ 


about 14 and 10% respectively 
through the years. However, TV, 
radio and hi-fi sales have now 
reached about 38% of total volume 
and are the most important part of 
our business, replacing refrigeration 
which was No. 1 in 1949 when total 
TV, radio and phonograph sales ac- 
counted for just 18% of our volume. 
While this total volume is double 
the percentage we did 10 years ago, 


we are not doing the percentage of 
the phono and stereo business pos- 
sible. Our TV business is about 25% 
of total sales but radio, record play- 
ers, hi-fi and stereo account for only 
11%. With the tremendous interest 
in stereo and a predicted 5 million 
sales of various types of record 
players this year it is up to us to 
find ways of getting a bigger share 
of this lucrative market. 


There is also a new interest in FM 
radio and it is interesting to note 
that in the high end of the line most 
every sale of a stereo instrument 
includes the AM-FM combination. 

In seeking the high unit of sale 
that stereo affords, let us not over- 
look the opportunity to sell the new 
cordless radios. There will be over 
10 million radios sold this year. 
With the new compactness and port- 
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ability, it’s no longer a_ two-set 
family, but rather a radio for every 
member of the family. These tran- 
sistor sets will also bring people 
back to our stores for batteries if 
we keep ample fresh stocks of the 
various sizes. 


Last, but by no means least, we 
should promote the sale of console 
TV sets. Too many people are buy- 
ing portables, not for a second set 
or to carry around, but to replace 
the console in the living room, or 
to stand on top of it. In the past few 
months some dealers report retail 
sales of portables equal 70% of 
their volume units. We must create 
sales of the new picture sizes. The 
new 19’s and 23’s not only give 
bigger and better pictures, but the 
sets this year have new features 
and much greater sensitivity. 
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There can 


be a Profit 


mn leader 


models 


With all the furor about ad- 
vertised list prices, over-fran- 
chising and service calls eating 

up profits, you can still make a 
profit selling the low end of the 


line—if you sell Blackstone. 


Here’s why: In any market there 


are a minimum number of selected 

quality dealers franchised. A Black- 
stone dealer can take the time to sell the 
features and quality of Blackstone without 

a great number of dealers in his area under- 
cutting his efforts with large price reductions. 
And once you sell a Blackstone automatic it stays 
sold—no call backs on servicing. If you like to sell rather 


than give products away, get in touch with Blackstone. 


Franchises available in some areas 


See your distributor 


or write Blackstone Corp., 1111 Allen St., Jamestown, N.Y. 


SIMPLE TO USE ... SELL... SERVICE 





America’s 


> 
<a * 2 


BlacXstone 


Fastest Growing Laundry Line 


Blackstone Corporation, 1111 Allen Street, Jamestown, N. Y 
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these four exciting new models prove that 


WEBCOR IS BUILT 


with an ear to your future 


HOLIDAY Stereo Portable Fonograf—Model 1153 


This stereo automatic portable produces spacious console-quality hi-fi 
sound. Its two corner-angled wide-range speakers may be played as shown 
through ‘“‘sound contact hinges,” or may be separated up to 8 feet’on 
either side. Automatic Diskchanger plays all 4 speeds—stereo and 
monaural—intermixes 10” and 12” LP records; shuts off automatically. 
Individual volume and tone controls on powerful dual-channel amplifier. 


OVERTURE Console with the new slim “Stereo 
Silhouette” styling—Model 1165 


Introducing the new slim silhouette in stereo consoles. Designed to fit 
perfectly in any room decor, engineered to produce “live concert” three- 
channel sound via three-speaker BFD (Bass Frequency Distribution). 
Automatic Stereo-Diskchanger, dual-channel amplifier; two volume, and 
separate bass and treble controls. Also available with AM-FM Stereo 
radio as Model 1195. . 








MICROCORDER Transistor Tape Recorder—Model 2104 


The portable portable—only 414 lbs.—designed for the person whose time 
is valuable, whose thoughts are important. Highly versatile; push-button 
operation, dual track, record and playback at 2 speeds, kept constant by 
capstan drive. Complete with recording level meter, battery life indicator, 
batteries, dynamic mike, wide-range speaker and adjustable shoulder strap. 


AM-SW Transistor Radio—Model 306 


One of two new Webcor Transistor Radios! Brings in short wave signals 
sharply, as well as all stations on AM. Big, clear tone; can be played any- 
where. Includes many extras at no extra cost: soft leather carrying case, 
with handle; 7-section telescopic SW antenna, with its own leather case; 
earphone for private listening, with separate case; 9 volt battery; free 
90 day warranty; handsome gift pack. 
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NEW 


a 


PRODUCTS 


FEATURES THIS WEEK 


Sound equipment lines for 1960-61 on this page and 
the following e gas ranges by Magic Chef and Wedge- 
wood-Holly e air purifiers by Nautilus, Pentron e 


Corning-Ware Electromatics 


eT 


EMERSON 1961 
Stereo-Phonos 


The new Emerson line includes 7 
portables (2 monaural and 5 stereo, 
3 of which are self-contained stereo) 
also 6 consoles. Top portables, No. 
902 and 912, have the “Auto-Brain” 
changer. No. 902 has a_ superhet 
radio, luggage-type cabinet with de- 
tachable side speaker’ enclosures. 
No. 912 has an AM-FM radio. 

Lo-boy consolette, No. 930, has a 
hardwood veneer cabinet. No. 929 
features a power monitor; provision 
for connecting external speaker sys- 
tem; and hardwood veneer. cabinet. 
No. 926, Phonoradio console, has su- 
perhet radio; 6-speaker hi-fi sound 
system with removable unit for cus- 
tom stereo sound placement. 

Top consoles Nos. 941 and 914 are 
self-contained, 40w stereo hi-fi AM- 


FM Phonoradios. 

Wondergram plays all sizes, auto- 
matically selects 3344 and 45 rpm; fits 
into palm; weighs less than 2 lbs. 
Prices, from $19.88 to $328 for No. 
914. Emerson Radio & Phono Corp., 
Jersey City 2, N.J. 


EMERSON PHONORADIO NO. 9%! 








V-M NO. 816 
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V-M NO. 1002 


V-M Announces 1960-61 Stereo Hi-Fi Consoles 


Four new consoles are announced by 
V-M Corp for 1960-61. They are built 
to accommodate the V-M No. 1413 
AM-FM stereo “drop-in” tuner, which 
can be installed in minutes. 

No. 816, of Danish contemporary de- 
sign in hand-rubbed genuine walnut, 
has a deluxe “Stere-O-Matic” 4-speed 
automatic record changer with 11-in. 
professional type turntable and V-M 
automatic manual play feature which 
returns the tone arm to rest post 
automatically after single record play. 
It also uses a stereo cartridge with 
diamond needle. The stereo speaker 
system has full-frequency range in 
stereo channels with a 12-in. woofer 
and a 3-in. tweeter on each side of 
cabinet for optimum stereo repro- 
duction. Dual-channel power ampli- 
fiers with 40w power and a master 
control panel, plus auxiliary inputs 
and outputs provide a complete music 
producing instrument. 

No. 817 is identical to No. 816 in 
mahogany. 

No. 803, in mahogany hardwood has 
space for the No. 1413 drop-in tuner; 
stereo inputs for radio tuner, tape 
recorder or tape player; 2 8-in. and 2 
3-in. hi-fi speakers and an automatic 
4-speed record changer. 

No. 805, Danish contemporary in 
walnut wood has space for a “drop- 


’ 


in” tuner. Auxiliary inputs and out- 


puts plus a dual-channel amplifier 
provide 20w peak power output. 
Full-frequency range in stereo chan- 
nels is provided by a 10-in. woofer 
and a 3-in. tweeter on each side of 
cabinet. 

Completing the line are Nos. 1001 and 
1002 “Stereo/Fidelis” master console 
home music centers. Both are AM-FM 
stereo, stereo phono, stereo play 
tape recorder combinations. No. 1002 
in mahogany; No. 1001 in walnut. 
No. 912-2 hi-fi stereo phono-radio 
combination with a deluxe AM-FM 
stereo radio tuner, factory installed, 
is a variation of No. 812 without 
tuner. Both models are available in 
Sahara blonde or walnut. Dual-chan- 
nel power amplifiers have 40w peak 
power. 

The “Fidelis” table model console 
rounds out line. It has a V-M auto- 
matic record changer which plays all 
sizes and speeds of stereo and mono 
records; dual-channel push-pull am- 
plifier has 16w output; 2 8-in. speak- 
ers; hand-rubbed mahogany, blonde, 
walnut or ebony. Optional brass or 
black legs converts this No. 564 to a 
consolette, and V-M No. 27 auxiliary 
speaker completes stereo system. 
Prices, from $199.95 for No. 803, to 
$1,025 for Nos. 1001 and 1002. The 
Voice of Music, 226 Pipestone St., 
Benton Harbor, Mich. 
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NO. 1749 OPEN CONSOLE 











NO. 1750 CONSOLE 


SYMPHONIC 1961 Stereo Hi-Fi 


Symphonic’s stereo hi-fi phono line 
consists of 8 stereo consoles, 9 stereo 
portables and a deluxe, 4-speed port- 
able phono. ; 
Console models include No. 1740, 41, 
44, 47, 50, 61, 64 and 68. Nos. 1740, 41 
and 44 feature Telefunken record 
changers; Nos. 1747 and 1764 have 
V-M changers; and 1750 and 1768 have 
Glasser Steers changer. Nos. 1761, 64 
and 68 have AM-FM simulcast tuners; 
and a 45 rpm spindle is also available 
in 1744, 47, 50, 61, 64 and 68. 
Self-contained audio 3-stereo hi-fi 
speaker systems are available in 1744, 
47, 50, 61, 64 and 68; and speaker sys- 
tems range from 2 hi-fi 8-in. speakers 
in 1740 to 7-speaker system in No. 
1768. Controls range from 4 basic 
separate controls—treble, bass, loud- 
ness and balance—to 7 separate con- 
trols in Nos. 1764 and 68. 





Input jacks are available on Nos. 
1750 and 1768. All cabinets are avail- 
able in mahogany, limed oak or wal- 
nut. 

Portable models are 1707, 16, 17, 18, 
19, 23, 25, 26. Telefunken 4-speed 
automatic changer is featured in Nos. 
1716, 17, 18, 19; V-M changer in Nos. 
1723, 25 and 26. Controls range from 
2 separate controls in 1707, 16, 17 to 
4 separate controls in Nos. 1723, 25 
and 26. Carrying cases are scuff- 
resistant washable pyroxylin-coated 
fabric in 2 color combinations of tur- 
quoise with white or chocolate with 
white, tangerine or blue with white, 
gray with silver, white or black. 
Prices, consoles from $119.50 for No 
1740; portable from $39.95 for No. 
1707. Symphonic Radio & Electronics 
Corp., 235 Jersey Ave., New Bruns- 
wick, N.J. 














NO. 557 PHONO NO. 162 AUXILIARY 





NO. 309 PORTABLE 


V-M Announces Portable Stereo-Phono Line 


V-M announces a complete new port- 
able stereo phono line including Nos. 
309, 304, 301, 306, 205, 557 and 1282. 
No. 309 has a TriAudio speaker sys- 
tem which consists of 2 swing-out 
detachable sections, each containing 
a 4-in. speaker. In the central record 
playing unit there is a 6x9-in. full 
fidelity speaker. Swing sections, when 
detached from central units, provide 
up to 20 ft. separation, and may also 
be used on hinges which provide nec- 
essary electrical connections. Housed 
in gold and white pyroxylin case. 

Nos. 304 and 301 have speaker mount 
ed in record playing units plus a 
matching speaker in the detachable 
lid for stereo separation up to 16 ft. 
Finished in cantaloupe and off-white 
pyroxylin, it features a_ fingerlift 
for manual-play. No. 304 has 2 4-in. 
speakers. No. 301 has V-M auto- 
matic changer which plays all stereo 
and standard hi-fi records; a dual- 
loudness control and a dual-speaker 
system with 2 6-in. speakers. No 
301 has‘ low-contour styling and 
weighs 16 lbs. Charcoal gray and 
white leatherette case. 

No. 306 plays all mono speeds and 
sizes automatically. New automatic 
manual-play feature prevents 
dental needle and record damage, and 
tone arm returns to rest post auto- 
matically after play 


accl- 


single record 





Tone arm finger-lift also makes sin- 
gle record playing easier. Available 
in choice of blue and white, or tan- 
gerine and white pyroxylin carrying 
case. 

Nos. 205 and 206, colorfully styled 
manual-play portables, play mono 
records of all speed and sizes. A built- 
in 45 spindle adaptor lifts into place 
instantly on both models. No. 205 has 
a 4-in. speaker, in choice of red and 
white or blue and white. No. 206 has 
a 5%-in. speaker; external amplifier 
speaker jacks; comes in blue and light 
gray pyroxylin. 

No. 557, “Ultra-Deluxe” portable 
stereo phono, has a “Stere-O-Matic” 
4-speed automatic changes and V-M 
acoustic contour control; in marble- 
ized blue-gray Fabrikoid, it  har- 
monizes with No. 162 auxiliary- 
amplifier speaker for complete 
stereo performance. 

No. 1282 is a portable stereo phono 
with built-in AM radio, featuring 
V-M “Stere-O-Matic” 4-speed auto- 
matic changer. Styled in checker- 
board tan and brown Fabrikoid. Its 
matching speaker is No. 163. 
Prices, $59.95 for Nos. 301 and 306; 
$29.95 for No. 205; $139.95 for No 
557; and $125. for No. 1282. Matching 
speakers $49.95 and $46.95. The Voice 
of Music, 226 Pipestone St., Benton 
Harbor, Mich. 
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V-M Stereo Tape Recorders 


V-M has added a new stereo tape re- 
corder to its 1960-61 tape recorder 
line, No. 722. It records stereophoni- 
cally on 4 tracks and offers 2 4-track 
playback, dual microphones, dual 
mike input jacks and a dual cathoptic 
tuning eye which makes it possible 
to record authentic stereo. It also in- 
corporates V-M “Add-A-Track” which 
permits recording on 1 track, rewind- 
ing the tape and recording again while 
listening to the first recording. On 
playback both recordings are heard 
simultaneously. 

Styled in 2-tone brown leatherette, 
a matching No. 168 auxiliary ampli- 
fier speaker completes the system. 
Two other portables, No. 720 4-track 
stereo with “Add-A-Track,” and 
monophonic recorder, No. 710, are in- 
cluded. No. 166 auxiliary amplifier 


speaker matches No. 720; No. 755 
“Celeste” table version of No. 720 is 
available in blonde or mahogany. 
Optional black or brass legs converts 
this model to a consolette. No. 165 
auxiliary amplifier speaker is com- 
patible. 

Prices, No. 722, $259.95; No. 168 aux- 
iliary speaker, $75; No. 1720, $225; 
auxiliary No. 166, $75; No. 755, $275; 
auxiliary No. 165, $85. The Voice of 
Music, 226 Pipestone St., Benton Har- 
bor, Mich. 





BELL Console Stereos 


Three single-console stereos are an- 
nounced by Bell in Danish modern, 
provincial, Early American or con- 
temporary. 

Included are a stereo amplifier with 
matching Bell AM-FM stereo tuner, 
Garrard changer, and a speaker ar- 
rangement which enables these units 
to be converted from single cabinet 
to space-separated units. 


Speaker arrangement provides a 


15-in. woofer in sealed enclosure, 2 
mid-range and 5 hi-fi tweeters with 
crossover networks. Mid-range and 
hi-fi speaker assembly for the left 
channel is mounted on “Stowaway” 
stereo sound panel, with speakers in 
place. Its remote installation from 
master console cabinet provides wide 
stereo dimension usually available 
only in space-separated stereo sys- 
tems. Sound panel can be mounted in 
a book shelf or built into wall. 

All wood cabinets have natural 
veneers. Bell Fiesta, No. 512, con- 
temporary pecan wood with provin- 
cial accent. Stereo tuner, optional in 
Bell Rondo, No. 510, is natural ma- 
hogany in contemporary style. Bell 
Tempo, No. 511, natural oiled walnut. 
Prices, from $430 to $1,050. Bell Sound 
Div., Thompson Ramo Woolridge, 
Inc., 555 Marion Rd., Columbus 7, 
Ohio. 





ELECTRICAL 


AMPEX Hi-Fi Consoles 


A new series of hi-fi consoles, the 
Concerto line, has been introduced by 
Ampex. In addition the firm has 
added to its component line a new 
combined audio-control center. 

The Concerto line of consoles is avail- 
able in 2 series: one, a stereo AM-FM 
radio-phono; the other with added 
Ampex stereo tape recorder. Both 
series contain a dual 30w stereo am- 
plifier, dual 12-in. and 3-in. speaker 
systems, and the new Ampex com- 
bined stereo control center and stereo 
AM-FM tuner. Both come in 4 styles: 
contemporary walnut, French pro- 
vincial, traditional mahogany and 
contemporary toast. 

An addition to the line is the Ampex 
“stereo center,” No. 550, which com- 
bines an audio control center and 
stereo AM-FM radio all in 1 chassis. 


MERCHANDISING WEEK 


Custom 4700 series, an updated ver- 
sion of the lowboy line is included in 
the “stereo center.’”’ Comes in walnut 
and French provincial. 

Top of line Signature console features 
more powerful amplifiers; the same 
matched speaker/amplifier system is 
available unmounted as a component. 
Prices, Concerto, $995 and $1,495; No. 
550, $275; Custom 4700, $795; Signa- 
ture console, $2,600. Ampex Audio 
Inc., 1020 Kifer Rd., Sunnyvale, Calif. 








WEDGEWOOD-HOLLY 
Range 
Wedgewood-Holly “Kare-Free Kook 


Center” in ice-blue and brush chrome 
is luxuriously styled. It may be built- 


in by removing legs, or it may also 
be semi-built-in with standard cabi- 
nets at side and overhead. With its 
matching hood, built-in fan, heavy 
insulation it gives complete protec- 
tion for installation in any conven- 
tionally constructed kitchen. 
Features include a new high back- 
guard with full-width fluorescent 
light that casts a soft glow on entire 
cooking top; an easy-vision automatic 
clock control panel with oven-on, 
oven-ready, features to take guess- 
work out of baking; oversize crystal 
clear oven windows, chrome trim; 
and handy recessed utility shelf. 
Equipped with “flame set’ top 
burner heat control, king-size bar- 
becue-broyl oven with triple motor- 
ized rotisserie, vanishing grill and 
new 5th burner plus the expandable 
baking oven. Wedgewood-Holly, Div. 
Welbilt Corp., Maspeth 78, N. Y. 




































































































































































YOU'RE LOOKING AT THE BIGGEST SELLERS IN THE BIGGEST YEAR IN 
DEHUMIDIFIER HISTORY! 


WESTINGHOUSE ELECTRIC DEHUMIDIFIERS 
Dehumidifier sales are soaring—with many dealers reporting 
more unit sales than on any other major appliance in their stores. 
And the big leader during the big boom is Westinghouse—first by 
far in sales, in acceptance, in profits! With dehumidifiers, there’s 


With the full color action display shown here, you show your cus- 
tomers why they need a dehumidifier—and why Westinghouse is 
easily their best buy. Takes only a minute to set up, and only 2 
square feet of floor space. Points out exclusive Westinghouse fea- 
tures like large air drying coil, easy to empty drain bucket, Built- 


no installation ... no trade-ins . . . no service. That’s why these 
compact units can bring you more profit per square foot of floor 
space than any other appliance. 


In Humidistat, five year guarantee. Call your Westingheuse. Dis- 
tributor for details on how you can SELL the easiest to SELL! 


You can be SURE... if it’s Westinghouse @&) 
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CORNING WARE Electromat 


Two new automatic products have 
been unveiled by Corning Glass. 
The 10-cup automatic coffee brewer is 
made of non-porous Pyroceram, im- 
pervious to coffee oils and stains. The 
immersion-type heating- element is 
separate from the percolator and can 
be easily removed. Both bowl and 
heating element are completely im- 
mersible. Twin thermostats start the 
coffee percolating within 20 secs. and 
keep the beverage at serving tempera- 
ture. An indicator light signals when 
coffee is ready. The electric cord is 
attached below the handle. The plas- 
tic cover is fitted with a transparent 
top with a wide neck. 

The Electromatic skillet of Pyroceram 
is a 2-piece unit. The skillet is a 10-in. 
dish that fits on a matching ground 
and polished heating base of the same 
material. It holds 2'% gts. The sepa- 





ic Percolator and Skillet 


rate skillet dish can do triple duty on 
the base, under the broiler or in the 
oven for warming and _ browning 
foods, and it is completely immers- 
ible. It is guaranteed against damage 
from rapid changes in temperature. A 
high-domed, transparent cover and a 
detachable handle are optional. The 
base can produce temperatures up 
to 425 degs. F; a temperature guide 
at side of base provides a ready refer- 
ence to proper temperatures for cook- 
ing most foods, includes a_ control 
knob. A panel light indicates skillet 
is going through heat cycle. The base 
has black, heat-insulated handles and 
a white Pyroceram base which is easy 
to clean. A layer of Fiberglas in base 
provides ample insulation to protect 
table surfaces. 1400w, 115v. Price, 
$29.95 each. Corning Glass Works, 
Corning, N. Y. 








MAGIC CHEF FOLD-AWAY SURFACE UNITS 


MAGIC CHEF 
1961 Gas Ranges 


Magic Chef line of free-standing gas 
ranges with a new series of built-in 
ovens and Fold-Away surface units 
includes more than 30 models. 
The 36-in. top-of-line Gold Star 
range, No. GS1685HCS, has a new 
Glide-a-matic broiler which glides 
out smoothly when door is opened. 
Entire broiler unit including car- 
riage sides can be removed for wash- 
ing in sink. All models have the Red 
Wheel Lo-Temp oven control which 
provides accurate low temp settings 
between 140 and 250 degs. 

Dial-A-Magic roasting control in- 
troduced last year, continues a fea- 
ture. It computes cooking time for a 
piece of meat, turns oven on and off. 

Sculptured panels are featured on 
free-standing models which come in 
39, 36, 30 and 20-in. sizes. 
The 1961 Magic Chef built-in line 
features at top-of-line No. 9311-5WC 
built-in oven with Dial-a-Magic 
roasting plus the Red Wheel Lo-Temp 
oven control, oven ready light, oven 
door window, silver filigree design; 
panel light for easy reading of con- 
trol settings and electric clock and 
interval timer. 

Built-in surface cooking units 
come in 3 arrangements of drop-in 
burners plus thermostatic top burn- 






































MAG HEF >AS RANGE GS 1l685HCS 


ers, and Fold-Away drop-in burners 
in which each 2-burner unit folds 
into its own slim brushed chrome 
cabinet when not in use. Magic Chef, 
Cleveland, Tenn. 
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Master Panel with AM Radio 

































Master Panel with AM/FM Radio 


(Both available 
in antique copper 
or satin chrome.) 








Deluxe Concert Speaker 





Inside Speakers 


...the Radio- 
Intercom-Music 
System with 





Outside 
Speaker 


TRUE FIDELITY 


Trade-Wind gives you all the features you expect in a 
modern radio-intercom-music system - - - PLUS TRUE 
FIDELITY. Available with either AM 6-tube or AM/FM 
7-tube radios . . . with master panels designed in a strik- 
ing new motif and finished in brushed chrome or antique 
copper and with TRUE FIDELITY ALNICO-V 
heavy duty speakers. ¢ As many as 9 inside and outside 
speakers can be installed. Master Panel features separate 
Master Speaker Volume Control, concealed Phono Jack 
and separate Intercom Volume Control. ¢ Trade-Wind 
Intercom systems are available NOW. ASK your author- 
ized Trade-Wind wholesaler or write us for information. 


Frade Wiind 


DIVISION OF ROBBINS & MYERS, INC. @ DEPT. EMW 
7755 PARAMOUNT PLACE, PICO RIVERA, CALIFORNIA 
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WHY MAKE STEREO 
A.TOUGH SALE? 


With Columbia Phonographs you sell what everybody 
buys: PURE PLEASURE AT POPULAR PRICES! 


Good stereo can be the greatest expression of pure real- 
istic sound. So why complicate it in the consumer’s 
mind? Why take something so beautiful and confuse 
both the salesman and the customer with manufactur- 
ers’ pseudo-electronics . . . double taik and gimmicks 
that customers can’t understand. Try as he may, no 
manufacturer can add more music than was originally 
cut into the groove. 


Why not simply sell what you can so easily demonstrate 
on any record that the customer brings in—sell PURE 
LISTENING PLEASURE. With Columbia, your cus- 
tomers can “buy by ear.” Their own ears tell them the 
music sounds infinitely better on a new Columbia Phono- 
graph. In a very practical sense, ever since we marketed 
the first modern phonograph in 1888 Columbia elec- 
tronic engineers have spent 73 years perfecting the 
sound that goes into the big new 1961 line of Columbia 
portables and consoles. 
And it’s expressed in all local and national advertising 
by one phrase everyone can understand: 

“The Sound That Takes You There”! 
The Columbia marketing concept for 1961 has every 
listening person in mind. There is a model styled and 
priced to close a sale with any prospect, of any age, in 
any income bracket. Columbia Phonographs, CBS-Elec- | 
tronics, 405 Park Avenue, New York 22, N. Y. 


COLUMBIA | 


means business in phonographs 
—BIG BUSINESS 














There are 


pluc profits 


in Paragon 
appliance 


This Brand Opens New 
Frontiers for PROFIT! 


Yes, there are still 
new profit frontiers in appliance’ 
selling with Silex! You get extra 
sales in an unsaturated market 
&) with products that are gift- 
designed to be Gistinetive and 
@itierem?. No brand line corrals 
gift-day sales better than Silex 
ee ete eeee ee & 8B 

. and you make more, too! 
Silex gives you more favorable 
margins with less competitive 








pressure and minimum dupli- .- 
cation of other products. ## FF | 
eT oR mm The | 
result is more turnover and bet- | 
ter profit from your inventory 
investment! $6¢6¢64¢64464¢4¢¢4 


9 








Write: 


PARAGON 


1638 Twelfth St. * Two Rivers, Wis. 
TIME 1S MONEY — CONTROL IT WITH PARAGON 











The Proctor-Silex Corporation 
Philadelphia — Chicago — Canada 











NAUTILUS Air Purifier 


Major Industries announces a new 
portable H-2 Nautilus room air puri- 
fier. Designed for home, office, hospi- 
tal, nursery, it draws in air through 
4 sides and discharges it through top. 
Does not mask odors or add ozone. 
The filtering system is based on the 








ELECTRICAL 
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of activated 
charcoal, and the filtering capacity of 
chemically treated, washable poly- 


adsorption properties 


urethane Scottfoam filter, which is 
chemically treated with DuPont 
Thiuram, a germicidal agent that 
destroys most bacteria on contact. 
The air next passes through replace- 
able activated charcoal filters, using 
the same principle as the Nautilus 
no-duct range hood. Four charcoal 
filters %-in. thick have thousands of 
granules of charcoal. Each granule 
has thousands of microscopic chan- 
nels and pores to “adsorb” molecules 
of odor and smoke. It constantly re- 
circulates freshened air in room. No. 
H-2 is 12 in. high, 10 in. square, 
weighs 9 lbs. Comes in gunmetal and 
red, beige and brown or ivory and 
turquoise. 

Price, $49.95. Major Industries, Inc., 
505 N. LaSalle St., Chicago. 
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PENTRONAIRE Purifier 


No. AP-400 Pentronaire purifier con- 
tains a powerful cold-cathode Vycar 
glass ultraviolet lamp that acts as a 
germicide to kill germs, viruses, mold 
spores. The lamp also causes a con- 
trolled amount of ozone to be formed 
which freshens and creates clean 


smelling air, and gives ventilation 
purified by ultraviolet rays. 

Suitable for kitchens, sleeping 
rooms, living rooms, basements, rec- 
reation rooms and children’s rooms. 

It helps bring relief to hay fever, 
asthma, sinus, cold and dust allergy 
sufferers. It reduces air-borne germs; 
adds beneficial negative ions to indoor 
air; eliminates stale odors and stag- 
nant air; filters out dirt, dust and pol- 


len, removes cooking and _ tobacco 
odors. 
Odors and irritants enter purifier 


and are directed past and over the 
18%4-in. 96% fused quartz “Ionray” 
cold cathode ultraviolet electronic 
lamp. At this point the germ-laden, 
odor-filled air is cleansed by 2 invis- 
ible sunlight rays of the “Ionray.” 
No. AP-400, Price, $79.95. Pentron 
Sales Co., Inc., 777 S. Tripp Ave., Chi- 
cago 24. 





AIRE CHEMITRON 
Air Purifier 


Aire Chemitron has been developed, 
to provide insect control plus the 
benefits of air purification, deodoriza- 
tion and relief from hay fever and 
other allergies. 

The unit vaporizes chemicals, ap- 
proved by the U. S. Dept. of Agricul- 
ture, at predetermined rates to insure 
effective coverage of an area up to 
15,000 cu. ft. 

The size of a table radio, the Aire 
Chemitron is portable, stands inde- 
pendently or hangs from wall. 

It kills any disease producing bac- 
teria, stops infectious germs from 
breeding in the home, antiseptically 
cleanses the air. The unit is odorless, 
noiseless and plugs into any ac-dc 
outlet. No installation is required. 


Chemical refills average $1 per 





month to keep a large size room 


fully germ-proof and insect free. 
Suitable for such areas as the kitch- 
en, den, children’s rooms, basement, 
office. Made of metal with built-in 
wall bracket in white, blue or cop- 
pertone. 

Price, $29.95. Aire-Chem Corp., 1059 
64th St., Brooklyn 19, N. Y. 








AIR DRI Dehumidifier 


Air Dri closet dehumidifier keeps rel- 
ative humidity so low that mildew, 
mold, musty odors no longer exist, 
and rust and corrosion are greatly re- 
tarded, according to the manufactur- 
er. Designed for clothes closets, cab- 
inets, pianos, lockers, vaults, space 
up to 160 cu. ft.; no chemicals, refills. 

Lowers relative humidity below 
life point of mold, and disperses static 
layer of moist air that generally 
clings to objects stored in still en- 
closed air. 

A wired aluminum element en- 
cased in a metal housing with de- 
pressed holes, top and bottom, draws 
damp air into bottom, heats it and 
emits heated drying air up and out 
around top. Operates by convection. 
Price, $7.95. Air Dri International, 95 
Liberty St., New York 16. 
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DISTRIBUTOR NEWS 


Ward Terry and Co. has appointed 
Wayne M. Kuykendall as vice presi- 
dent and general manager of its 
RCA records and instruments divi- 
sions. Kuykendall formerly was fac- 
tory district manager for the Victor 
division of RCA, in which capacity 
he called on distributors in the West. 









Major Industries Inc. has named Al- 
bert Weiss as the representative for 
the line of Nautilus no-duct range 
hoods. He will distribute the prod- 
uct to major distributors in the 
east-central region. 


Whirlpool Corp. and Western Ap- 
pliance Corp. of Denver, have an- 
nounced the resignation by Western 
Appliance of the RCA Whirlpool 
franchise for distribution of laundry 
appliances in the Denver merchan- 
dising area. At the same time RCA 
Whirlpool announced the consolida- 
tion of distribution efforts under the 
Ward Terry Co. 


Stamp for Cripples 


THIS STAMP will first be placed on 
sale Aug. 28 when the first world con- 
gress in the U.S. of the International 
Society for the Welfare of Cripples 
opens in New York. The new stamp 
will be blue. 


American Audion Corp. is offering 
cars and trips to Paris to its distrib- 
utor salesmen, dealers and con- 
sumers in the company’s “Keys to 
Fortune” contest, designed to show 
how easy it is to play chord organs. 











DISTRIBUTOR 
APPOINTMENTS Co., Dallas, Tex., as manufac- 
turer’s representative for Okla- 


WASTE KING CORP.—J. L. Pleas- homa, most of Texas, and 
ants, Inc., Charlotte, N.C.; Stuart Shreveport, La. 
C. Irby Co., Jackson, Miss.; 
Summers Hardware & Supply 
Co., Johnson City, Tenn. 


ANDREA RADIO CORP., Long Is- 
land City, N.Y.—S. A. Grecha, 
Panama City, the Republic of 


REGINA CORP.—Hunter Michaels Panama. 





BIGGEST SHOW OF 
THE YEAR 
















in cooperation with THE 4 NEW S 


The all-inclusive . . . all-industry . . . all-animated electrical 
living show at the N. Y. COLISEUM, SEPT. 10-18, 1960. 


Live Demonstrations of portable and major electrical appli- 


ances allowing 200,000 eager consumers to “TRY BEFORE 
THEY BUY.” 


Don’t miss ut on this eppertunity .. . come to Electra City .. . where over 150 
exhibits will be on display live. 


SEE MISS ELECTRA CITY, YOUNG HOMEMAKER OF THE YEAR 
SEE LIVE DEMONSTRATIONS ON SKILLTTS, COFFEE MAKERS, BLENDERS, etc. 
FREE MOVIES AND LECTURES ON HOW TO LIVE BETTER ELECTRICALLY 
SEE CONSUMERS WASH, DRY AND IRON THEIR SOILED CLOTHES 
SEE THE BIGGEST CROSS SECTION OF THE ELECTRICAL INDUSTRY YET .. . FROM 
ae pee prea gare Rt TO AN ALL-ELECTRIC CAR 

, OF THE FORTHCOMING “ELECRI 2 
COOKBOOK,” AND OTHER CELEBS COOK IN THE CELEBRITY KITCHEN , oe 
ADEQUATE HOME WIRING INFORMATION CENTER 


See it all at Electra City . . . the first electrical living show. The only all-i i 
Electrical Living Show in America. = y alltoclesive 


NEW YORK COLISEUM - SEPTEMBER 10-18th 


Call or write for further information: 


HAROLD MEYER, PRESIDENT 477 MADISON AVENUE, N. Y. 22, N. Y. 
ELECTRICAL LIVING SHOWS, INC Plaza 2-5190 
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Quality appliances 
deserve Quality parts... 


Always use FSP parts for RCA WHIRLPOOL appliances to 
maintain their original high quality. Manufactured to 
factory specifications, FSP parts fit right . . . last long... 
keep customers happy and help you make a service profit. 


Revealing book gives facts on parts quality 
every serviceman should know. Order your 


copy today—no obligation whatever. 









Service Department B,Whirlpool Corporation, St. Joseph, Michigan 
Mail copy of “FSP—The Quality Story” to: 


Name 








Address 





City State. 





f 
¥ 


Factory Specification Parts for 


aA) Whirlpool HOME APPLIANCES 


meet the toughest specifications in the industry 


Service Division, Whirlpool Corporation, St. Joseph, Michigan 


Use of trodemorks (A ond RCA cuthorized by trodemark owner Rodic Corporation of America 
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The FM Bandwagon Starts To Roll 


CONTINUED FROM PAGE | 

General Electric’s radio receiver de- 
partment. But he figures any growth 
in straight FM sales will cut into 
dollar value. 


The next step—multiplexing—fig- 
ures to add even more zoom to the 
boom. And manufacturers, like so 
many anxious suitors, can hardly 
wait for the FCC to give its consent 
to the new system’s standards which 
are currently being tested in Pitts- 
burgh. 

Multiplexing allows an FM sta- 


the stereo effect and this is the key, 
manufacturers feel, that will open 
the door to a big new radio market 
and increased stereo phono sales. 
Standard FM radios can be brought 
into the picture with stereo con- 
verters. 

“Unquestionably,” said James D. 
Secrest, executive vice president of 
EIA, “this will give the industry a 
shot in the arm.” And G-E’s Lan- 
genfeld predicted that multiplexing 
will push the dollar value per unit 
up to a new high. 


tablish standards by the beginning 
of the year, but this is not a certain- 
ty. There are basic differences in the 
systems and while the commission 
is trying to expedite matters, hear- 
ings may be necessary. 

When multiplexing is finally ready 
to go, Granco’s Fogel figures it will 
make its weight felt first in high 
fidelity consoles—‘“everything is 
there now except for a few odds and 
ends”—and then filter down into 
home radios without penetrating the 
latter category too deeply. Why? 
Because stereo wouldn’t enhance 


tion to broadcast stereophonically 
by simultaneously transmitting two 
signals. FM receivers will need two 
speakers and two amplifiers to get 


continue 


In the current field work, which will 
the middle of 
August, six multiplex systems are 
being tested. The FCC hopes to es- 


through 


the small bedroom or kitchen set 
that much. 

Fogel endorses the shot-in-the- 
arm school of multiplex backers. 








GREATEST PROFIT-MAKING 
TEAM IN THE HISTORY 
OF RECORDING TAPE 


> 
3 
Tc 
© 
x 
pe) 
@ 
oO 
© 
—~ 
= 
— 
va 
onl 
© 
.?) 
@ 
ow 
ND 
teat 


Ampex Recording Tape... the finest recording tape ever created! 


Eta AND NAB SPECIFICATIONS 


to 





IRIS 


recording tape 


A PRODUCT OF 


Minti 


lrish Recording Tape... all new from Ampex, quality tape at a popular price! 


The great name of “Ampex,’’ symbol of excellence in 
recording equipment, will help you sell both great lines 
of recording tape! Both will be supported by the most 
dynamic advertising and sales promotion program ever 
planned for recording tapes! This profit pair has every- 
thing: brilliant new packaging, superiority of product, 
prestige name, full product range, new merchandising, 
plus an exciting new sales feature: SIGNATURE-BINDING. 


Once your customers see exclusive Ampex SIGNATURE- 
BINDING, you'll find it difficult to sell any other tape! 
It’s completely new and different! A distinctive green 
or maroon simulated leather binding, together with 
gold foil for lettering, is enclosed in every box of Am- 
pex and Irish tape. You will be provided with a counter 
display unit promoting SIGNATURE-BINDING. Customers 
will buy more tape when they see the distinctive ‘“col- 
lector’s look”? SIGNATURE-BINDING brings to their tape 
library. 


Advertising support includes: Big, Full Page, Full Col- 
or Ads! Double Page Ads! Dominating leading con- 


sumer magazines such as: NEW YORKER, HOLIDAY, 
SATURDAY REVIEW, HIGH FIDELITY, HI-FI REVIEW, 
TAPE RECORDING, SCIENTIFIC AMERICAN and others! 
Cross Plugs through other Ampex Advertising. 


Extensive Merchandising aids include: Streamers, 
mailers, point-of-sale material, counter-cards, leaflets, 
versatile displays for wall, counter and cash register, 
and new and different Tape Center Floor Displays. 
Related Sales Promotion with other Ampex Products. 


Consistent Publicity Campaign: News stories in na- 
tional magazines, newspapers, radio, television. 


Plus: Cooperative advertising budget, advertising mats. 


Millions of advertising impressions promoting a name 
your customers know and respect: Ampex! This means 
more sales ... more profits for you — with the greatest 
profit-making team in the history of recording tape! 
Get your dealer franchise now! Write for name of dis- 
tributor nearest you. 


AMPEX MAGNETIC TAPE PRODUCTS Ps ORR INDUSTRIES COMPANY 


A Division of The Ampex Corporation / 


Opelika, Alabama 





“It will make FM entirely different,” 
he said enthusiastically, ‘“‘giving you 
something you can’t get on AM. 
Stereo will remove the comparison 
and that’s what you need.” 

Right now, FM represents a good 
chunk of the home radio market— 
about 30% according to Fogel—and 
will probably dominate the field in 
another couple of years. 

“I’ve made some predictions for 
some time now and I'll stick to 
them,” Fogel said, ‘‘and that means 
that FM sets (including a million 
auto radios) will be selling at the 
rate of 4 million annually by 1963.” 


What’s triggering this boom? There’s 
no single answer but undoubtedly 
the combination of quality FM pro- 
graming and growing public inter- 
est in good music has helped im- 
measurably. 

According to a nationwide survey 
put together by the National Assn. 
of FM broadcasters and based on 
figures from Pulse, Inc., 49% of the 
FM audience said they listen be- 
cause of “good music.” Other prin- 
cipal reasons: Better sound (17.9%), 
lack of talk (14.8%). 

“People resent those frequent sales 
plugs on AM and television,” Fogel 
concluded. 

With over 15 million FM radios 
now in use, NAFMB figures 43.5% 
of all homes have a set. 

Who’s listening? The bulk are 
over 35 with two big age groups 
(35 to 50 and Over 50) contributing 
72% of the listeners. The average 
FM listener is earning about $7,500 
a year, according to a NAB spokes- 
man. 


Suggested List Prices 
FM AM-FM 


Company 


Admiral $29.95 


39.95 


$ 59.95 


29.95 75.00 


100.00 


Arvin 


49.95 
99.95 


Columbia 


Emerson 98.00 


SID 
79-95 
99.95 


General Electric 


39.95 
42.95 
49.95 
79.95 


Granco 


Magnavox 79.50 


59.95 
F939 


Motorola 


Philco 59.95 


69.95 
RCA Victor 54.95 
79.95 


39.95 
49.95 
99.95 


Sylvania 


39.90) 
79.95 
129.95 


Westinghouse 


45.00* 59:95 
74.95 
84.95 

114.95 


129.95 


Zenith 


* Estimated normal selling price, not 


~ suggested list 
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Carrier—Theodore Skogland has 
been named advertising and sales 
promotion director of the newly 
formed Carrier Air Conditioning Co. 
He was manager of marketing serv- 
ices, unitary equipment division. 


Blonder-Tongue Laboratories— 
Ralph H. G. Mathews has been 
named director of marketing for the 
TV systems manufacturer. He was 
manager of national accounts and 
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Birthday Party 
Lasts All Day 


The sister cities of Bloomington 
and Normal, Ill., went all out to 
celebrate the 50th birthday of 
Eureka Williams Corp. and to salute 
the company’s president, C. Russell 
Feldmann. 

Feldmann was made _ honorary 
mayor of the two cities at a testi- 
monial dinner that climaxed a day- 
long celebration of the company’s 
jubilee. Mayors Robert McGraw of 
Bloomington and Robert Randall of 
Normal awarded Feldmann “the 
highest honor that a city govern- 
ment can bestow on an individual 
who is not a resident of that city.” 
Feldmann lives in Stamford, Conn. 

Among those that paid tribute to 
Eureka Williams and its president 
were Gov. William G. Stratton of 
Illinois, Gov. Abraham Ribicoff of 
Connecticut, Sen. Everett M. Dirk- 
sen, and Rep. Leslie C. Arends, both 
of Illinois. Feldmann announced op- 
timistic plans for the next 50 years. 









Complete with 
steam gun, 
rubber tires, 


HE RECONDITION REFRIGERATORS, : 
HB CLEAN AIR CONDITIONERS 


Flush and dissolve at a blast stubbon grease, 
grime and molds. Rejuvenate rubber, dis- 
infect and deodorize refrigerators inside and 
out. Clean condenser and buff the finish for 
painting. Clean air conditioning units, vapor- & 

+o and condensers without bending fins. 
All in a matter of minutes! 


SCENTURY 
ESTEAM CLEANERE 


GUARANTEED for LIFE! 


FAST — a 80-100 Ibs. of steam in # 


seconds! 
Bou FIRED. a ~fal day’s operation with one 
filling. Gas model available. 
ABSOLUTELY SAFE a og pop-off valve, 
visible steam ga 
FULLY a a vat push the start 


but 
PRACTICALLY. "SERVICE FREE & 
HOT WATER RINSE 


Contact your manofacturer’s service dept. or 
send in this coupon today! 


ELECTRONICS, INC. : 
1200 East Cherry, Vermillion, S. Dg 
0 Enclosed is ad worth $80. Please send 


& full information on Century offer to 
authorized go noms dealers. 





| = Ship mtury motor cleaner. En- 
closed is a for $249.00 less 3% dis- 
t. 





coun’ 
& © I am interested in a dealership for steam 
cleaners. 


es 


Firm - asta 





Address 





sales training for Westinghouse’s 
television-radio division. 


Fidelity Electronic Corp.—Bert C. 
Daikeler has been elected president 
of the phonograph manufacturer. 
He was with Thermoid division of 
H. K. Porter Co. 


Chrysler Airtemp—William L. Re- 
gan succeeds Ralph J. Link as sales 
manager for the packaged heating 
and cooling department. Link be- 
comes director of national services. 
Robert W. Forster was appointed 
marketing services manager, suc- 
ceeding H. K. Henry, who was as- 
signed special duties. Forster was 
manager of sales planning for room 
air conditioners. 











Price 
of Sylvania 


Daikeler 
of Fidelity 


Sylvania Home Electronics Corp.— 
C. Donald Price has been named 
advertising and sales promotion 
manager, primarily in charge of 
television, radio and phonograph 
products. Price comes to Sylvania 
from Hotpoint, where he was adver- 
tising manager in Philadelphia. 
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Mathews 
Blonder-Tongue 


Regan 
of Airtemp 


Maytag—Lois Fowler has been pro- 
moted to the post of senior home 
economist in the company’s home 
service department. Four others 
have been named to the staff. They 
are: Joan Beasley, Mary Behrens, 
Mrs. Martha Marttinen and Lera 
Winters. 














“The Yellow Pages makes our advertising program complete!” 


says Joseph J. Ayoub, President, $.0.S. TV 
and Appliance Company, El Paso, Texas 


“We use different kinds of advertising 
throughout the year to cover our trad- 
ing area. And the one kind we couldn’t 
do without is the Yellow Pages. Our 
advertising in the ‘Classified’ supports 
our entire advertising program, tells 
people where to find us when they’re 
ready to buy. 


“Our Yellow Pages advertising also 
helps us cash in on advertising of the 
national manufacturers whose prod- 
ucts we carry: RCA-vIcToR (television 
sets), RCA-WHIRLPOOL (appliances), 
and ZENITH (hi-fi equipment). The 
national advertising for these brands 





creates prospects who use the Yellow 
Pages to find a local dealer.” 


A well-planned Yellow Pages adver- 
tising program means more sales for 
you. Messages under appropriate 
headings for the advertised products 
and services you handle will reach 
newcomers and other prospects in 
your community. Call the Yellow 
Pages man at your Bell telephone 
business office, and plan your Yellow 
Pages program now! 


BRAND NEW BUSINESS FOR BRANDS! This P 
display ad (reduced) under High Fidelity 
Equipment and numerous other ads and 
listings help bring in year-round sales and 
service business to $.0.S. TV. 


SYLVANIA 
— STEREO — 
Consoles - Matching 


5.0.8. FV 


AND APPLIANCE CO. 
TWO LOCATIONS 


1930 E. YANDELL DR. 


SK 5-5631 
-.~ 














Find Us Fast 
in The 


Yellow Pages 











Display this sales-bullding emblem wherever your prospects can see it. 
The Yellow Pages representative will gladly supply as many as you need. 
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MAJOR APPLIANCES 


Blackstone Corp. 


Frigidaire Div. of 
General Motors Corp. 


Gibson Refrigerator Div. of 
Hupp Corp. 


Hoover Co. 


Kelvinator Div. of 
American Motors Corp. 


Rotherm Engineering Co., Inc. 
Waste King Corp. 


Westinghouse Electric Corp., 
Dehumidifier Dept. 
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HOUSEWARES 
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Div. of Ampex Corp. 
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Electrical Merchandising Week 29 
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This index is published as a service. Every care 
is taken to make it accurate, but ELECTRICAL 
MERCHANDISING WEEK assumes no responsi- 
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Roll-to-You shelves . . 


Stanley Reinherz is the Major Appliance Buyer at Maison Blanche, depart- 
ment store in New Orleans. He’s been buying appliances for 20 years and 
really knows how to pick them. Here’s how Stan feels about Frigidaire: 


"Frigidaire comes up with more firsts ! 


“Take refrigerators. Frigidaire has Frost-Proof ... Flowing Cold . . . 


. Sculptured Sheer Look... 


and lots more. They always come 


up with the good ones—the “firsts” that sell products and satisfy customers.” 
5 pe 


And there are more exciting features to come. Because, 


at Frigidaire, we are putting millions of man hours and 
many more dollars into product development. To us, new 
ideas are like life insurance — we can never have enough! 


ar RIGIDAIRE 


E DIVISION OF GENERAL MOTORS 


eSs- a1€o 
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CASWELL SPEARE PUBLISHER 


HARRY C. HAHN ASSISTANT TO THE 
PUBLISHER 


DALE R. BAUER ADVERTISING SALES 


MANAGER 


PROMOTION -AND 


WAYNE SMITH 
‘ CIRCULATION MANAGER 


PETER HUGHES PRODUCTION MANAGER 
MARIE RESTAINO PRODUCTION 
ASSISTANT 


DISTRICT MANAGERS 
NEW YORK WARREN S. ACKERMAN 
RUDY BAUSER 

500 Fifth Avenue, New York 36, N. Y. 
OX. 5-5959 


ATLANTA RAYMOND K. BURNET 
1301 Rhodes-Haverty Building, Atlanta 3, Ga. 
JA. 3-6951 


CHICAGO ROBERT J. SCANNELL 
EDWARD J. BRENNAN 

520 N. Michigan Avenue, Chicago II, Ill. 
MO. 4-5800 


DALLAS JOHN GRANT 
901 Vaughn Bldg., Dallas |, Tex. 
RI. 7-5117 


HOUSTON GENE HOLLAND 
W-724 Prudential Bldg., Houston 25, Tex. 
JA. 6-1281 


LOS ANGELES RUSSELL H. ANTLES 
1125 West Sixth, Los Angeles 17, Cal. 
HU. 2-5450 


SAN FRANCISCO THOMAS H. CARMODY 
SCOTT HUBBARD 

68 Post Street, San Francisco 4, Cal. 
DO. 2-4600 











A continuous process of ‘accelerated evaporation” that pro- 


duces an atmosphere with 85 to 90% relative humidity at 5° 
above room temperature which is readily equalized into the room 


without condensation. Colors—ivory, pink, turquoise. 
7280 W. Devon Ave., Chicago 31, Ill. 


Contact your electrical distributor or write to 


NO CONDENSATION—INSTANT CONTROLLED HUMIDITY 
ROTHERM ENGINEERING CO. INC. 


ROOM TYPE HUMIDIFIER—STEAM FREE 
AT ROOM TEMPERATURE. 


Patented 


NEW 
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FACTORY SALES 
appliance-radio-TV index (1957 = 100) 


RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT + + 
owed to appliance-radio-TV dealers 
($ millions) 


FAILURES 
of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 

($ billions) 

DISPOSABLE INCOME 

annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





LATEST | Preceding 
MONTH MONTH 
115 112 
18.7 18.6 
329 331 
276 277 
28 27 
128.3 125.0 
104.7°* 89.8°* 
18.7+ 18.8+ 
345.34 340.8+ 
24.6+ 23.7 + 
68,579 67,208 








A Quick Check of BUSINESS TRENDS 


YEAR 
AGO 


110 


18.2 


341 


283 


35 


156.0 


127.5 


THE YEAR 
SO FAR 


4.5% up* 
(Aprii 1960 vs 
April 1959) 
2.7% up 
(June 1960 vs. 
June 1959) 
3.5% down 
(May 1960 vs. 
May 1959) 
2.5% down 
(May 1960 vs. 
May 1959) 


20% down 
(June 1960 vs 
June 1959) 
17.8% down 
(May 1960 vs. 
May 1959) 


**1 17.9% down 


17.7+ 5.6% up 


327.44+ 


23.5+ 


67,342 


(Ist quarter 1960 
vs, Ist gtr. 1959) 


55% up 
(1st quarter 1960 
vs, Ist qtr. 1959) 

47% up 
(1st quarter 1960 
vs, Ist qtr. 1959) 

1.8% up 

(June 196f vs 

June 1959) 








*New index being used. Federal Reserve Bulletin, Jan. 1960 (seasonally adjusted). 
**Figures are for week ending July 16, 1960 and preceding week (revised). 


+-Figures are for quarters. 


+--+ Federal Reserve Bulletin figures (revised). 





A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures in bold-face type. 


DU ND Fo 
DRYERS, Clothes, Electric... 


FOOD WASTE DISPOSERS.... 

FREEZERS... 

PHONOGRAPH SHIPMENTS 

PHONOGRAPH RETAIL SALES 

RADIO PRODUCTION (excludes auto) 

RADIO RETAIL SALES 

TELEVISION PRODUCTION 

TELEVISION RETAIL SALES 

REFRIGERATORS... 

RANGES, Electric—Stondord.......... 

Built-in. 

RANGES, Gas—Stondord................ 
ee 

VACUUM CLEANERS .. 

WASHERS, Automatic & Semi-Auto 

Wringer & Spinner. 

WASHER-DRYER COMBINATIONS... 

WATER HEATERS, Electric (Storage) 

WATER HEATERS, Gos (Storage) 





May 
5 Mos. 
June 
6 Mos. 
June 
6 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
Week July 15 
28 Weeks 
May 
5 Mos. 
Week July 15 
28 Weeks 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
June 
6 Mos. 
June 
6 Mos. 
June 
6 Mos. 
May 
5 Mos. 
May 
5 Mos. 











1960 1959 % 
(Units) (Units) Change 
47,000 34,500 +36.23 
236,000 193,800 +21.78 
42,047 47,862 —12.15 
312,328 339,810 — 8.09 
22,903 22,976 — 32 
170,269 167,611 + 1.59 
64,000 53,000 +19.40 
304,300 285,900 + 6.44 
99,200 121,700 —18.49 
467,800 525,400 —10.96 
181,267 123,166 +47.17 
1,535,318 | 1,297,745 +18.31 
179,112 63,993 | 4179.89 
1,650,962 | 1,274,315 +29.55 
127,567 139,550 — 8.59 
5,426,115 | 4,473,574 +21.29 
548,322 400,882 +36.78 
3,175,469 | 2,480,686 +28.01 
48,075 84,701 —43.24 
3,067,241 | 2,941,179 + 4.29 
334,283 279,536 +19.58 
2,285,866 | 1,919,162 +19.11 
268,000 308,200 —13.04 
1,469,200 | 1,505,300 — 2.40 
62,600 71,500 —12.45 
367,600 418,600 —12.18 
55,000 61,900 —11.14 
290,100 278,900 + 4.01 
112,900 130,000 —13.2 
628,700 675,300 — 69 
29,800 30,300 — 1.6 
134,400 123,200 + 9) 
265,556 257,345 + 3.19 
1,436,678 | 1,435,216 _ 
206,687 258,981 —20.19 
1,228,852 | 1,370,239 —10.32 
70,268 82,913 —15.25 
373,854 439,946 —15.02 
9,812 10,423 — 5.86 
79,866 87,249 — 8.46 
55,300 72,300 —23.51 
292,900 356,500 —17.84 
201,700 239,300 —15.71 
1,096,300 | 1,292,400 —15.18 








Sources: NEMA, AHLMA, VCMA, EIA, 
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Cat No. 111 


Corrugated Packed, 
6 to Shipping Case 
Case Wt. 30 Lbs. 





Cat. No. 222 
Corrugated Packed, 
4 to Shipping Case 
Case Wt. 24 Lbs. 





SPRING-LOADED 
SNAP-IN HANDLE 
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_ ALL-TRANSISTOR, 


PORTABLE PHONOGRAPHS 


CRYSTAL-CLEAR, 
HI-FIDELITY SOUND 

ON JUST FOUR 
FLASHLIGHT BATTERIES 


A new idea in truly portable 
phonographs. Big-set vol- 
ume in a compact, portable 
light-weight unit with plastic 
case. Plays 3344, 45 and 78 
RPM records—with flipover 
cartridge and sapphire 
needle. Feature by feature, 
the Futura Phonograph is the 
best buy at a budget price: 

* PLAYS OVER 800 RECORDS 
ON ONE SET OF BATTERIES 

4 DISTORTION-FREE REPRODUCTION 

4% DURA-BILT MOTOR 

4 LIFETIME SEALED BEARINGS 

# ALNICO FIVE SPEAKER 

% 500 MW AMPLIFIER 


RADIO-PHONOGRAPH COMBO 


Has all the deluxe features of the Futura Phono- 
graph—plus a fine six-transistor superhetero- 
dyne radio with automatic gain control. The 
flip of a switch changes from radio to phono, 
or from phono to radio. 

The Futura Combo is designed for sharp, crystal 
clear high-fidelity—with big-set volume. Pro- 
vides complete all-family entertainment—any- 
where, any time — with assured brilliant per- 
formance. 
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MORE DEALERS BUY AND READ 
ELECTRICAL MERCHANDISING WEEK 


THAN ANY OTHER 


APPLIANCE PUBLICATION 


EVERY MONDAY THE PROS READ 


ELECTRICAL 


MERCHANDISING AE Eg 
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30 e FIGURES OF THE WEEK 


to delight the 
ladies... offer 
them the 


OF IDEAS 


ELECTRICAL MERCHANDISING WEEK 


TAKING STOCK A quick look at the way in which 


the stocks of 52 key firms within the industry behaved 





during the past week. This unique summary is another 


exclusive service for readers of EM WEEK. 
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It’s the all-new Universal by Waste 
King Universal gas range 

-the freshest thing that’s 
happened to your gas range busi- 
ness in years! There are 26 different 
models ... all DrEYFuSS-DESIGNED to 
Look Better —by world-famous designer 
Henry Dreyfuss. And they’re Waste Kinc 
UNIVERSAL-engineered to Cook Better -— 


with the smartest, work-saving features in 


gas ranges today. Your customers will ap- 
preciate features like the “Roast Guide” 
that make everything automatic but the 
choice of menu! And they’re merchan- 
dised to Sell Better — with the freshest 
new range of ideas in sales tools, adver- 
tising, display, and direct mail. Get the 
full range of ideas now from your Waste 
King Universal sales representative, or 


write to WASTE Kinc CoRPORATION, 


Los Angeles 58, California 


UNIVERSAL 
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Stock Prices 
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STOCKS AND DIVIDENDS 
IN DOLLARS 


NEW YORK EXCHANGE 


Admiral 

American Motors | 
Arvin Ind. | 

Borg Warner 2 
Carrier 1.60 

CBS 1.40B 

Chrysler 1A 

Decca Records 1.20 
Emerson Electric | 
Emerson Radio .50F 
Fedders | 

General Dy. 2 
General Elec. 2 
General Motors 2 
General Tel & El .76 new 
Hoffman Elec. 60 
Hupp Corp. 5%F 
Magnavox | 
Maytag 2A 
McGraw-Edison 1.40 
Minn. M&M .283H 
Montgomery Ward 2 
Monarch .2EO 
Motor Wheel | 
Motorola 2 

Murray Corp. 
Philco 4G 

RCA IA 

Raytheon 2.37T 
Rheem .60 

Ronson .60 

Roper GD 

Schick 

Siegler Corp. .2OR 
Smith A. O. 1.60A 
Sunbeam 1.40A 
Welbilt .10G 
Westinghouse 1.20 
Whirlpool 1.40 
Zenith 1.60 


AMERICAN EXCHANGE 


Casco Pd. cig 
Century Elec. '/2 
DuMont Lab. 
Herold Rad. 
lronrite .25T 
Lamb. Ind. 
Muntz TY 
National Presto 
Proctor-Silex 


MIDWEST EXCHANGE 


KnapgeMonarch 
Trav-ler Radio 
Webcor 


MAY WAY MAY JUNE JUNE JUNE 
6 3 30 6 20 
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1960 CLOSE | CLOSE NET 


LOW | JULY 18| JULY 22 | CHANGE 


1555 153%, 
22'/, 
23 
34%, 
27'/y 
38!/, 
43\/, 
29% 
40% 
15 
181/, 
43\/, 
80%, 
42%, 
28!/2 


7% 
12% 
4\/z 
7% 
7/2 
5!/s 
12 
8H, 


55 
8'/, 
13 





A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959, plus stock divi- 
dend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex- dividend or ex-dis- 


tribution date. G—Declared or paid so for this year. 


value on ex-dividend or ex-distribution date. 


T—Payable in stock during 1960, estimated cash 





ANALYSIS: Stocks continued to 
tumble this week and the EM 
Week average fell off 3% points. 
Only nine issues out of the key 52 
stocks showed gains over the week- 
long trading. Leading the decline 
this week were Zenith at a minus 
434, RCA off 35%, General Electric 
down 334, and CBS and Emerson off 


234. Roper, Hoffman and American 


Motors were the leading gainers. 
However pessimism seems to best 
describe the feeling along Wall 
Street. Eight new lows showed up 
this week and only one new high— 
further indication that the market 
is giving no signs whatsoever of 
making a general upswing. Hopes of 
a late summer breakthrough appear 
very slight at this time. 
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Your family will love our family of home appliances 


a a Q 


Products of WHIRLPOOL CORPORATION St Joseph, Michigan 





ELECTRICAL MERCHANDISING WEEK 


THE KELVINATOR PLUS... SOMETHING WORTHWHILE TO SELL BESIDES PRICE 





ee 


ow Kelvinator’s CBI program provides the 
sin gle greatest washer zmprovement 
your customers want... 


more dependability!” 





“This new Kelvinator automatic won't cost Kelvinator dealers one bit of profit through 
mark-downs caused by annual model change-over—mere ‘change for change’s sake.’ 


“It looks exactly the same as models now on his floor. But it lets him sell the single 
greatest improvement his customers are demanding in washers today . . . dependability. 


‘Though the washers we produced a year ago averaged slightly less service calls per unit 
per year than the industry, this present Kelvinator automatic contains 32 basic improve- 
ments that contribute to even greater dependability and usefulness. 


‘Think what this will mean in terms of sales—and in better profits for Kelvinator dealers 
through fewer in-warranty service calls! 


‘Actually, this. improvement has been going on at Kelvinator all year. With each shipment, 
Kelvinator dealers received better and better automatic washers—far ahead of industry 
introduction dates. 


“That is what we mean by Constant Basic Improvement (CBI)—a better product, sooner. 
This program makes possible the Kelvinator Plus . . . Kelvinator dealers can sell quality 
and value at a profit.” 

















What is the Kelvinator Plus? It’s not a gadget or gimmick. It’s a basic  “‘change for change’s sake.” Instead, it concentrates on basic improve- 
quality advantage . . . something that makes Kelvinator appliances _ ments and introduces them just as soon as they are tested and approved. 


more useful, dependable or economical to operate. This philosophy of basic excellence is inherent in all products of 


How can Kelvinator offer a plus in every appliance? Because unlike | American Motors... . producers of Rambler automobiles and Kelvinator 
others, Kelvinator doesn’t make costly annual model changes... mere _ kitchen and laundry appliances. 





